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Wirz tubes stand the test in 
the consumer's hand. That's why 
year after year so many of the 
public's favorite products are 
packaged in WIRZ tubes. Pro- 
duction and sales executives 
realize WIRZ tubes have an 
extra merchandising value which 
pushes sales curves upward. 


WIRZ tubes fit into modern 
marketing and merchandising... 
they give sanitary protection, 
convenience, and eye appeal... 
they help sales climb. Ask our 
representative to show you how. 
There's no obligation. 


COLLAPSIBLE METAL TUBES AU bi G HOUSEHOLD CAN SPOUTS 
METAL SPRINKLER TOPS 7 . (19, Ftc. AND APPLICATOR PIPES 





Established 1836 
CHESTER,UPA. 


NEW YORK, N. Y. CHICAGO, ILL. DANVILLE, CAL. MEMPHIS, TENN. HAVANA, CUBA 
30 E. 42nd St. 80 E, Jackson Blvd. A. G, Spitker Wurzburg Bros. Roberto Ortiz Planc 





When compounds of excellence are being dis- 


cussed the name Vidal-Charvet necessarily comes 
to mind. 


V-C products have been known for years. They 
represent the best materials, ability and technique 
procurable. This is not an idle statement for it has 
been proven by time. 


Underlying the entire Vidal-Charvet thesis of action 
is an ingenuity in preparing compounds that has 


forcibly earned for itself a very high position. 


We, of Ungerer & Co., pridefully sponsor the Vidal- 
Charvet Specialties, mindful of their past successes 
and looking forward to their future. 


Branches: 


Philadelphia 
Chicago 
Boston 

e St. Louis 


San Francisco 
Los Angeles 
Houston 


13-15 WEST 20th ST., NEW YORK New Orleans 
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traditional 
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HE World's finest Sandalwood—Santalum Album 

(Linné}—is grown in the State of Mysore. The 
Oil richest in Santalol comes from the Heart-wood, 
and nothing but selected Heart-wood is used for the 
production of MYSORE OIL. 


This, together with scientific distillation, accounts for 
the universally recognized superiority of Mysore Oil, 
and is why Mysore Oil is always taken as the standard 
measure of quality. 


It is definite economy to use genuine Mysore 
Oil. Substitutes and imitations in the long run 
cost more. Do not merely specify “Sandalwood 


Oil U. S. P.” but insist upon Mysore Oil. 


Distilled at our Linden, N. J. plant and offered only 
in original sealed and numbered containers. 





Sole Agents for the United States 
W. J. BUSH & CO., Inc., New York 


Sole Agents for Canada 
W. J. BUSH & CO. (Canada) Ltd., Montreal, Canada 


“J? Olpefte Efferrce Diftifltrs” 


W. J. BUSH « CO. 


INCORPORATED 


Essential Oils .. Aromatic Chemicals . . Natural Floral Products 
NEW YORK, N. Y. 


London . Mitcham - Messina ° Grasse 





September, 1938 





GEORGE LUEDERS ¢; 


427-429 WASHINGTON ST., NEW YORK 


factory: Brooklyn . . . branches: Chicago, San Francisco, Montreal, Mexico City 


Established 1885 


OUR SPECIALTIES 
* 
TONQUIN MUSK 


from CHINA 


CIVET SPECIAL 


from ETHIOPIA 
Of our own manufacture 


OIL CARDAMON OIL PATCHOULY 

OIL CELERY OIL NUTMEG 

OIL CLOVES OIL OPOPONAX 

OIL CORIANDER OIL OLIBANUM 

OIL ORRIS CONCRETE OIL ORRIS LIQUID 
OIL SANDALWOOD 


LIN A L Oo Oo L from Cayenne Rosewood 


) from Brazilian Rosewood 


Sole Agents for 


CAMILLI, ALBERT & LALOUE 
GRASSE, FRANCE 


Manufacturers of the famous 


MAXIMAROMES 


The World’s Finest Natural Flower Essences 





United States $3.00 a 
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Published monthly by Robbins Perfumer Company, Inc., 9 E. 38th St., New York, N. Y. Volume 37, No. 3. Subscription rates, payable in advance: 
year canada $3. oreign $4.06 Single copies 30« Entered as second class matter January 14, 1937 at the Post Office at New York. N. Y 


under the act of March 3, 1879 
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There’s a mighty good reaso : ple Vial 
packages: They strike a new keynote in modern appearance—they 
appeal to particular buyers who want daintiness, visibility of con- 
tents and pocket convenience—they are unusually strong through 
careful annealing—they are air-tight, leak-proof, sanitary and non- 
inflammable. Kimble Vials are adaptable to all types of closures 
designed to meet specific purposes and unusual requirements. 

Whether your product is old or new—whether it be a salt, capsule, 
pill, liquid or tablet—consult Kimble FIRST. It’s the one sure step 


toward discovering new sales peaks and wider markets! | 
4 
4 
4 









e ¢ e The Visible Guarantee of Invisible Quality « «+ ® 





KIMBLE GLASS COMPANY ..-.-.- VINELAND, N. J 


NEW YORK*+CHICAGO++ PHILADELPHIA**+ DETROIT** BOSTON 


September, 1938 
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LLUSTRATED on this page are a few 
of the stock bottles which Carr-Lowrey offer 


to manufacturers who are now preparing for 


the holiday trade. They give you some idea 


of the variety of Carr-Lowrey stock bottles 
suitable for lotions, colognes and toilet 


size—so a comparison may be made of the 
different styles. Other sizes and styles (from 
I-dr. to 16-02.) are available. Further infor- 
mation may be had upon request. 


Top Panel, left to right. Styles V-301..P-107. 369 
Lower Panel, left to right. Styles 337. .275. .368 


CARB-LOWREY GLASS CO. Factory and Main Office: Baltimore, Md. 


NEW YORK OFFICE: 500 Fifth Avenue, Phone: CHickering 4-0592 


waters. The bottles are shown in the 4-oz. 


CHICAGO OFFICE: 1502 Merchandise Mart; Telephone: WHitehall 4326 
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By comparison, the most perfect repro- 
duction of the Lilac note thus far created. 


We invite you to compare LILAS SUR- 
FINE with the outstanding Lilac flower 
oils produced here and abroad and selling 


now at double the price. 


We are confident that LILAS SURFINE 
will be your choice, not because of its low 
price, but because of its superior quality. 
We shall be glad to send you a sample. 


Boston, Mass. 
8 Boylston St. 


c 
603 Johnson Ave., Brooklyn, N. Y. 


Manufacturers of AROMATIC CHEMICALS, NATURAL. DERIVATIVES, 
PERFUME OILS, ARTIFICIAL FLOWER and FLAVOR OILS. 


Philadelphia, Pa. Sandusky, Ohio Chicago, Ill. St. Louis, Mo. New Orleans, La. Los Angeles, Calif. San Francisco 
200 So, 12th St. 1408 W. Market St. 1200 N. Ashland Ave. 4910 W. Pine Blvd. Balter Bidg. 4727 W. Washington Bivd. 707 Kohl Bidg. 


Stocks carried in principal cities 
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In step with the developments in its kin- 

~° dred industries, the science of the per- 

; fumer’s art has made vast strides and 
improvements in recent years. No longer 







is perfumery the mystical practice of a 
temperamental artist. The art remains... 






but the cold calculations of science have 
& taken a firm hand in developing perfume 

Be oils which are more especially fitted for : 
. use in the swiftly advancing field of it 
cosmetics. : 













or . We are in step beside you 


VAN AMERINGEN- oe 
HAEBLER, INC. 3 33% 


315 FOURTH AVE., NEW YORK CITY 











Sales Offices J -: Om 
ATLANTA SAN FRANCISCO LQS ANGELES, SEATTLE » __ t= ell. 
CHICAGO SALT LAKE CITY PORTLAND, ORE. TORONTQ: ° “aS ete 

® . ° 7 ° ‘ ~, ~<a « 






In addition to swivel and automatic 


lipstick containers, Bridgeport pro- 


duces a wide variety of slide-type 


cases for the popular priced field. 


oi 
ee 


BRIDGEPORT] & 


METAL GOODS MFG. CO. 
ESTABLISHED 1909 


BRIDGEPORT, CONNECTICUT . Tel. Bridgeport 3-3125 


VANITY CASES e ROUGE CASES e PASTE ROUGE CONTAINERS 
LIPSTICK HOLDERS e EYEBROW PENCIL HOLDERS e BOTTLE CAPS e JAR CAPS 


8 The American Perfumer 





ne rr organ EE a 





THREE POINTS 
...in a LINE... 


J ty KEEPING three points in a line, the 
woodsman knows that he can set his course through 
the forest and avoid traveling in circles. Many an 
individual and many a business could avoid travel- 
ing in circles by adopting this same, simple rule. 


By setting himself three worthy aims early in his 
career, the individual can give to his life direction 
and purpose. 


By fixing three sound principles for the conduct 
of his affairs, the business man can gain for his 
enterprise the right to grow and to prosper. 


Three points in a line... . it’s a good rule under 


any circumstance. We’ve applied it in a prac- 


tical way to our own products by adherence to 
Quality, Reliability and Value, and we know that 
it works! 


FRITZSCHE BROTHERS, Inc. 
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ERFUMERS are justified these days in contem- 
plating the year-end Holidays with happy anticipation. 
The prospect of soaring sales and less restricted profits 
is a pleasant one; indeed. But there is one off-note, and g 
that is Com petition. It is to help the perfumer hurdle 
this obstacleyand plan*a gift line from which he can 
derive an assured’ profit that we present the accom- 
panying selection of hand-picked specialties. 





In compiling this group, three considerations have de- 
termined our choice: 


1. Outstanding odor value at low cost (note the attractive 
prices). 


2. Popular appeal and adaptability of fragrance. 
3. Ease of conversion into finished, ready-to-sell extracts. 
x 

In this entire group, there-és*not one which does not 
embody all of these advantages: ». » By: building your line 
around such materials, you:cattathitye remarkably fine 
effects at a cost that will enable ‘you to outbid compe- 
tition successfully ..... and profitably! 


So try this short cut to a sure profit...... refer to 
the accompanying list and on the blank above, check 
those items for which you might have use. Attach 
this to your letterhead and return it to us, filled in 
completely, as requested. Upon receipt, free testing 
samples will be forwarded to you immediately. No ob- 
ligation, a minimum of effort, and every opportunity 
to benefit by your act..... why not do it NOW? 
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€ samples of the 
C CHYPRE 2 

() Lilac #13 

CJ ORIENTAL #15 

_J BOUQquer #128 


() ORCHip #5 
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BOUQUET #129 


A modern, soft, flower type, 


BOUQUET #137 


An outdoor type with pe- 


ORCHID #5 


This perfume perfectly re- 


given a modern touch 


<77>>>d \ produces the delightful odor characterized by Aldehydes culiar green_ character. 
4 ap tS of the delicate Orchid $8.00 lb. $7.00 lb. 
~t ‘ Flower $9.00 Ib. e ° 
, xl . BOUQUET #138 
Se de"*-.) TRAILING ARBUTUS 16 BOUQUET #130 a. lananaily- emit seme 
7 7 The l Oe litiaad A typical French bouquet, tent Oriental. $8.00 Ib. 
igs 1 vail inka oe - eee neither light nor heavy e 
7 railing Arbutus perfume $7.50 Ib. , 
BOUQUET #150 


$8.00 Ib. 


GARDENIA # 


An excellent reproduction of 
this popular flower. $8.50 lb. 


TREFLE #10 


A fragrant, sweet perfume of 
the Orchid type.. . $8.00 lb. 


CHYPRE #12 


An outstanding Chypre type 
—an ever popular perfume 
$7.00 lb. 


LILAC #13 


A beautiful reproduction of 
Purple Lilac Blossoms in 
bloom , $8.00 lb. 


o 
ORIENTAL #15 
A heavy Oriental type rem- 
iniscent of several well 
known’ Eastern perfumes 
$8.00 lb. 


BOUQUET #128 


A “lifting” Aldehyde type 
blended with Oak Moss and 
Orchid $7.50 lb. 


BOUQUET #131 


A light flower bouquet based 
on Ylang Ylang, Lilac and 
Muguet $8.00 lb. 


BOUQUET #132 


Orris, Labdanum and Jas- 
mine bouquet—one of the 
most popular of the day 

$7.50 lb. 


BOUQUET #133 


A brilliant, light, flower per- 
fume . $7.50 Ib. 


BOUQUET #134 


Sweet, “precious wood” type 
$8.50 Ib. 


BOUQUET #135 


Heavy Oriental type 
$8.00 lb. 


BOUQUET #136 


A modern version of the 
Oriental $6.75 lb. 


The ever popular Millefleurs 
type in a modern form. 
$8.00 lb. 


BOUQUET #15} 


Another of the very popular 
light French Bouquet types 
$9.00 Ib. 


BOUQUET #152 


Carnation and _ Dianthus 
notes blended with other 
flower odors for the produc- 
tion of an outstanding per- 
fume $6.00 lb. 


BOUQUET #153 


A floral blend of Ylang 
Ylang, Lily and Rose—a 
very popular type. . $6.00 Ib. 


BOUQUET #154 


One of the most popular 
types ever produced—sweet, 
lasting and verging on the 
Oriental. $6.00 lb. 


BOUQUET #155 


A perfume type long popular 
—neither light nor heavy, 
but leaning to the Oriental 

$9.00 Ib. 


FRITZSCHE BROTHERS, Inc. 


PORT AUTHORITY COMMERCE BLDG., 





BOSTON CHICAGO 





LOS ANGELES 


BRANCH STOCKS 
ST. LOUIS 


76 NINTH AVENUE, 


TORONTO, CANADA 
FACTORIES at crtirFTON, N. 4. AND SEtreruerAaAns (VAR) FRANCE 


NEW YORK, N. Y. 





MEXICO, D. F. 






























ABSOLUTES... 


| 

‘'N these exquisite materials, the American perfumer has available 
the precious, concentrated fragrance of the flower in its richest and 
purist form. As actual producers of these extractions we have personal 
supervision over every stage of the process. This enables us to offer the 
manufacturer an absolute guarantee as to odor strength, quality and 
purity, and through elimination of the middleman’s profit, a lower 
average cost than is available through any other source. We commend 
this group of ABSOLUTES, not only for its matchless values, but as 
representing the best that Nature and science can offer. 


CASSIE ANCIENNE 


GERANIUM 
JASMINE 

JASMINE, ENFLEURAGE 
JASMINE, CHASSIS 


JONQUILLE, ENFLEURAGE ..... 


LABDANUM 
LAVENDER .. 
MIMOSA 


OAK MOSS 

OAK MOSS, EXTRA FINE 
ORANGE FLOWERS 
ORANGE FLOWERS WATER 


ROSE, BULGARIAN 
SAGE, CLARY 

. TUBEROSE, ENFLEURAGE 
TUBEROSE, CHASSIS 
YLANG YLANG 


CONCRETE LAVENDER FLOWERS 
CONCRETE LAVENDER FLOWERS, Colorless 
CONCRETE LABDANUM 
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FRITZSCHE BROTHERS, 


Port Authority Commerce Bldg. 
76 Ninth Ave., New York, N. Y. 


BRANCH OFFICES: 


ATLANTA, GA. 
508 Standard Building 


COLUMBUS, O. 
21 East State Street 


NEW ORLEANS, LA. 
813 Louisiana Building 


PHILADELPHIA, PA. 
12 South 12th Street 


SAN FRANCISCO, CAL. 
1325 Howard Street 


BRANCH OFFICES and STOCKS: 


BOSTON, MASS. 
206 State Street 


CHICAGO, ILL. 
118 West Ohio Street 


FRITZSCHE BROTHERS OF CANADA, LTD. 
77-79 Jarvis Street, TORONTO, CANADA 


LOS ANGELES CAL. ST. LOUIS, MO. 
816 West 8th Strect 308 South 4th Street 


PRODUCTOS FRITZSCHE BROTHERS, S. A. 
Mesones 24, MEXICO, D. F. 


FACTORIES AT CLIFTON, N. J. and SEILLANS (VAR) FRANCE 
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LEMONS 


COLD PRESSED AND 
CLARIFIED 


rs ts ; 
Ya 
FROM CALIFORNIA 


A U.S.P. OIL FOR 
THE AMERICAN TASTE 


Edieae 


OIL OF LEMON U.S. P. 
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EXCHANGE BRAND 


Continues to Lead the Field 2 to 1— and to 
Attract New Users 


IGH quality and right 
price have made Ex- 
change Brand Oil of Lemon, 
U.S. P., the unquestioned 
leader in the United States. 


It is made in the world’s 
largest plant devoted exclu- 


sively to lemon products. 


Nowhere else are there the 
facilities to keep production 
quality so uniform. Nowhere 
else has the American taste 


been so successfully met. 


Be sure to specify it by 
name: Exchange Brand Oil 
of Lemon, U.S.P. (Clarified). 


Sold to the American market exclusively by 


DODGE & OLCOTT COMPANY 
180 VARICK STREET, NEW YORK, N.Y. 


FRITZSCHE BROTHERS, INC. 
76 NINTH AVENUE, NEW YORK, N. Y. 


Distributors for 
CALIFORNIA FRUIT GROWERS EXCHANGE 


Products Department, Ontario, California 
Producing Plant: EXCHANGE LEMON PRODUCTS COMPANY, Corona, California 


Copr., 1938, California Fruit Growers Exchange, Products Dept. 


... but it’s the cost of cans as they 


leave my plant that counts. Every way 
I figure it, American Can quality, 
their dependable deliveries, research 
cooperation, closing equipment and 


service help us get lowest final costs.’’ 


AMERICAN CAN COMPANY, 230 PARK AVENUE, NEW YORK, N. Y. 
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“THESE ARE MY JEWELS” 


With the feeling that there can 
be no better evidence of the ser- 
vice we aim to render to our pa- 
trons, we enumerate below the 
outstanding firms we represent. 






















The Atlantic Refining Co. Theodore Leonhard Wax Co. 


~ ESTABLISHED 1852 
PHILADELPHIA, PA. The Harkness & CowingCo. iameneg aieane tee 
260 South Broad . 
‘ -" CINCINNATI, Ono, U. S. A. BLEACHERS & REFINERS OF 
PETROLEUM PRODUCTS BEES-WAX 
White Mineral Oils U. S. P. Manufacturers of Stearic Acid White Bleached Bees-Wax 
for pharmaceutical use. / T. L. Brand 
Technical for cosmetic uses. Extra Quality—U. S. P. 
All gravities, all viscosities. and 100% pure. 


Saponification Process 


H. J. Baker & Bro. Sierra Tale Co. 


N E W yor K LOS ANGELES, CALIF. 


STURGE'S English precipitated Sierra Talcs approximate the 
chalk U. S. P. ideal—chemically and physically 


—and excel in uniformity of 
Extra Light milling and color. 


TV, Ms 3. 
ae S i a ea. JERSEY CITY, N 
Specialties: MANUFACTURERS AND Executive — Hudson 


——  — IMPORTERS GLYCERINE 


Gum Tragacanth Castile Soap “Laco” Chemically Pure U. S. P. 
Vanilla Beans — Tonka Beans Powdered — Granular — Bars Dynamite 


| Thurston & Braidich Laco Products Inc. Colgate-Palmolive-Peet Co. 
| 
| 





Come to Headquarters for the fimest RAW MATERIALS FROM ALL OVER THE WORLD. 
As direct importers our service offers exceptional advantages to buyers in Quality, Service, 
Spot Stocks . . . Natural Floral Products, Oil Lavender Fleurs, Oil Ylang, Oil Citronella, 
Java, Zinc Oxide, Gum Benzoin Siam, Gum Tragacanth Persian, Gum Karaya, Bleached 


Oxokerite, Sunbleached Beeswax, Rice Starch, Kaolin, Precipitated Chalk. 
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ODGE & OLCOTT COMPANY 
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DODGE & OLCOTT PROV A Wh 
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Slave you read 





SECTION GOL, PARAGRAPH DB 


OF THE FOOD, DRUG AND COSMETIC ACT 


SAFELY IN 


PACK 


You can’t get into trouble using Alcoa Alumi- 
num Tubes. They are positively non-toxic, are 
made of pure Aluminum which cannot be in 
any way injurious to health. 

Every Alcoa Tube is sanitary. Heat treated at 
800°F., all germ life is destroyed. Cleaned in a 
strong detergent bath, all dirt and oil film is 
removed from the inner walls. Your product 


cannot become contaminated. 


ALCOA 





SEC. 601. A cosmetic shall be deemed to be adulterated— 


(d) If its container is composed, in whole or in 
part, of any poisonous or deleterious substance 


which may render the contents injurious to health. 


NON-TOXIC 






ALUMINUM 


If your product contains ingredients which 
ordinarily attack or stain metal, it can be safely 
packed in Alcoa Aluminum Tubes because we 
have perfected new interior coatings which pre- 
vent any reaction between tube and contents. 

May we give you more complete information 
and quotations on your requirements? Write 
ALUMINUM COMPANY OF AMERICA, 2170 Gulf 


Building. Pittsburgh. Pennsvlvania. 


ONO oe 
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Executive Offices and Laboratories: CROTON-ON-HUDSON, N.Y. 
NEW YORK CHICAGO DETROIT SEATTLE LOS ANGELES SAN FRANCISCO 


PORTLAND, ORE. TORONTO COLOMBES, FRANCE LONDON, ENGLAND 


PAREN TO. *® PARENTO * FARENTG 
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THAT MEANS BUSINESS -- 


Buzz your secretary and ask her to write us... or call us on the 
phone e What will be the result? e Business for you e We mean 
business when we say our service will prove the last word in helpful- 
ness to you. It is the outgrowth of two-thirds of a century of research 
and untiring effort to bring you the latest developments in the 
container industry e Owens-Illinois containers mean business for 
you, also. They do more than just contain—they SELL. They are 
real salespackages e Buzz Owens-Illinois for help in solving problems 
of containers, closures, labels and cartons. .. Owens-Illinois Glass 


Company, Toledo, Ohio. Branch offices in most principal cities. 


-> OWENS-ILLINOIS 
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Back OF 
SCHIMMEL’S 
ROSE — 


ARE 100 YEARS OF SCIENTIFIC 
RESEARCH AND DISCOVERY 

— YET SCHIMMEL PRODUCTS OFTEN 
COST YOU LESS IN RESULTS. 


* 


SCHIMMEL & Co., INC. 
NEW YORK, N.Y. 
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of finest quality are always 


APLI 


Says 
LUCILLE BUHL 


Director 
COSMETICS INSTITUTE 
OF NEW YORK 


: T COSMETICS INSTITUTE,” states Miss 
Buhl, “we train women as Beauty Con- 
sultants. Through the Institute’s con- 
stant research and contact with leading 
cosmetic lines, the students gain a com- 
prehensive knowledge of cosmetics and 
their correct application. 

“In testing various brands, we have 
found that /ipsticks of finest quality are 
always made by APLI. Because they give 
the best effects, we use APLI-made cos- 
metics in our Make-up Department. Our 
observation shows that many leading 
brand-sellers depend upon this source 
of supply.” . ° e 


Now—more than ever before— finest quality 
is the feature that makes women insist upon 
certain brands of lipsticks. Women demand 
better results ...and they find what they are 
looking for in brands of lipsticks made 
by American Perfumers’ Laboratories, Inc 


APLI-made lipsticks sell faster because 


LIPSTICKS 





their shades are ultra-smart. They go on eas- 
ily...smoothly...and hold an even line. They 
have a flattering depth of color, and lasting 
indelibility. They give lips a tempting 
loveliness that appears completely natural. 


Many Advantages for APL! Clients 


Because they know that finest quality means 
satisfied customers, bigger sales and profits 

many leading cosmetic houses have their 
lipsticks made by APLI. 

As APLI clients they gain several advan- 
tages. They are freed from the details and 
routine of production. They release funds 
formerly tied up in plants. They concen- 
trate their time and money on increasing 
their sales. And they know their products 
will sell. APLI supplies them with finished 
goods of finest quality, processed exactly as 


the formula requires, and delivered on time. 


Increase Your Sales and Profits 


All of our clients report sales increases for 





made 


LUCILLE BUHL is Director of the Cos- 
metics Institute of New York. Miss 
Buhl, well known for her creative and 
educational work in this field for more 
than twenty years, supplies cosmetics 
manufacturers with expertly trained 
Beauty Consultants, Demonstrators and 
Make-up Artists. The graduates of the 
Institute are taught how to increase 
sales of cosmetics by intelligently and 
constructively supplying all of the 
beauty needs of the customer. 


1938 well in advance of the industry as a 
whole. We can furnish practical advice on 
many things that vitally affect your sales. 
Ask for this valuable information — there 
will be no obligation on your part. Just 


write or telephone to Mr. A. E. Mullen. 


LIPSTICKS APLi 
FACE POWDER APLI 
MASCARA APLI FYE SHADOW APLI 


ROUGE SUPREME 


AMERICAN PERFUMERS’ LABORATORIES, INC. 


MAKERS OF THE WORLD'S FINEST COSMETICS +* PRIVATE BRANDS EXCLUSIVELY 


30 ROCKEFELLER PLAZA, NEW YORK, N. Y. (IN CANADA: 1015 ST. ALEXANDER STREET. MONTREAL. QUEBEC.) 
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SLIP CAPS 


Improve 


THE APPEARANCE OF YOUR PACK- 
AGE with an attractive serviceable 
stock or specially designed 


CAP 


For perfumes, talcum and_ tooth 
powder, bath salts, lotions, ete. 


TALCUM CAPS—Plain& Knurled 


Furnished in a variety of de- 
signs in fancy metal—plain brass— 
SCREW CAPS aluminum — brass nickel plated 
—nickel silver — stainless _ steel 
’ Enameled caps, all colors. 
Our “Negative Finish” _ resists 
acids, alkalies and alcohol. 


282-24 M/M 264 20 M/M Samples and prices on request. 


) 4 B i A ; ) 
naw & 
Jewel \ ¥ 
412 8 M/M 456 13 M/M 406 10 M/M_ 503 13 M/M 300 18 M/M L 


MANUFACTURING CO. 
345 ELDERT STREET 
BROOKLYN, N. Y. 
Phone: Foxcroft 9-3900 


404 20 M/M 10-Sided 387 20 M/M Round 


ws 


poy gm iy . ig 413 20 M/M Round | WG) PIECE BALL CAPS 


10 M/M Round 525 8 M’M 408 13 M/M Round 


MISCELLANEOUS ; A 


429 10 M/M 
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Pencil Clip é 
504 16 M/M 
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¥ . ie 

505 38 M/M : 
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355 Salt Cap 500 28 M/M 469 Pepper Cap 


CUSTOM DESIGNS IN STAMPED AND DRAWN METAL SPECIALTIES 


Square’ Oval ‘Sloned)” Talcum, Tooth Powder. Bath Salts, Lotions, Salt & Pepper Shakers, etc. . . . Sifter Top Caps, Slip Caps (Round 
Square, Oval, Slotted). 
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you ll want 


this book 


A request on 
your business 
letterhead will 
bring it to 


YOU! 


SWINDELL BROS. 
Baltimore, Md. 


* 
200 FIFTH AVENUE 
NEW YO 


o 
LATIN-AMERICAN 
REPRESENTATIVE: 

MR. ROBERTO ORTIZ 
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Many a manufacturer, is overcoming sales 
resistance for products that need containers or 
. or dispensers and inhalors like 
those illustrated here. They come to Scovill. 

As is the general practice with all Scovill 


closures 


Drug & Cosmetic Division products, dispensers problems. 


As This familiar dispenser* was 
used on millions of bottles of a na- 
lionally-known hand lotion. It is 
also adaptable to use with furniture 
polish and similar liquids where 
several drops are required at a lime. 


B. This wall-type lotion dispenser 
is also familiar to the general public, 
for quantities were used in the pro- 
motional campaign of a hand lotion. 
It illustrates a type useful when per- 
manent allachment of the unit lo a 
wall surface is desired. 


*Patented 


SCOVILL 


C4 long-harrel style for all types 
of fluids, lotions, and light creams. 
This type will deliver a single drop, 
several drops or a sufficient amount 


for a complete application of hand 


lotion. Available in various lengths 
and closure sizes. 


D. This Benzedrine} inhalor has 
been widely used for controlled appli- 
cation of the active drug amphetamine. 
[ts dimensions and its sealing means 
were carefully planned to provide an 
air-light seal to prevent waste of the 
tTrade Mark Registered 


EASIER TO USE 


os means easier to sell... 





and inhalors are not carried in stock for general 
sale, except type C. 

These samples indicate how Scovill’s expe- 
rience in designing and manufacturing may be 
of value to you in your dispenser or inhalor 


volatile amphetamine. This applicator 
is made from aluminum with the 
design lithographed on the body shell. 


“ 
Es This is a refinement of dispenser 
A. Here the working parts are com- 
bined with a plastic decorative cap, 
and the lotion delivery outlet is on 
the side. 


F. This inhalor is for use with a 
semi-solid compound. It is distinctive 
in appearance and is economically 
produced. The labeling is lithographed 


on the aluminum container. 
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Like smart-buying, smart-selling J. W. Robinson, Los Angeles, 
where 73.7% of the cosmetics are products of Scovill customers 


MANUFACTURING 


COMPANY 


O7 Cf 7" ? J ‘ Fae x 
Wy Lrug and Oosmetic Container Division 


Masters of Metal 


79 MILL STREET * 


Boston, Providence, New York, Philadelphia, Lynchburg, Va., Syracuse, Pittsburgh, Detroit, Chicago, Cincinnati, 


WATERBURY, CONNECTICUT 


ommend San Francisco, Los Angeles. IN CANADA: 334 King Street, East, Toronto, Ontario, 
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RE RS Lipstick is a sensation wherever sold 


That is why it is called the self-selling lipstick— dull or ''sweat'’ with age or exposure. Of course, 
why our customers say it is the greatest advance it is highly indelible, velvet-smooth to apply, non- 
in lipstick manufacture in a decade! greasy, non-toxic! 


lt has a super-lustre (regardless of shade in which As those who trade with us know—Helfrich never 
it is made) that immediately attracts the women. makes extravagant or over-enthusiastic claims— 
And this super-lustre retains is bright glow of so you are urged to write or wire today for 
texture until the last particle is used. It does not samples of this sensational lipstick! 


make pr at brand cosmetics exclusively We do not compete with those we serve 


Rouge Compacts + Creme Rouge + Face Powder 
Powder Compacts + Eye Shadow + Cosmetique 


HELFRICH capnoraronries 


HELFRICH LABORATORIES, 564-570 WEST MONROE ST., CHICAGO 
HELFRICH LABS. OF N. Y. C., INC., 30-34 WEST 26TH ST., NEW YORK 
HELFRICH LABS. OF CANADA, LTD., 690 KING ST., WEST, TORONTO, ONTARIO 


CABLE ADDRESS: HELFLABS, NEW YORK, CHICAGO, TORONTO 
BALDWIN & BALDWIN, 819 Santee St., Los Angeles, Calif. 
CHARLES H. CURRY, 420 Market St., San Francisco, Calif. 
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BETTER FEELING 

In spite of political primary battles, 
war talk, congressional inquiries, 
wage and hour uncertainties, and oth- 
er disturbing factors, employment is 
increasing, production is increasing, 
and general business is headed up- 
grade. 

Also, there exists a feeling that 
waiting for greater clarity of condi- 
tions is wasting time. The thing to 
do is to concentrate each on his own 
business and saw wood with added 
energy. 

Sure, happenings in the making 
may not please everybody but there 
are some breaks in the cards for 
everyone. 

As one man puts it, “There 
seems to be a mite more thinking 
and soundings going on in advance 
of sensational action.” 

That’s logical. It’s heartening to 
see committees going after fundamen- 
tal information—as some important 
boards seem to be starting to do. 

In these conditions, the effort of 
business should be to make the busi- 
ness facts talk for themselves. To do 
this, our business bodies have oppor- 
tunity to place on the record the 
viewpoint of constructive business. 
Those not invited should volunteer 
or they will just be in default, which 
is not smart. 


WHAT RADIO LACkS 

To merchandising people radio is an 
intriguing intangible. You can’t put 
vour finger on it. You operate with 
only the ether as a medium or con- 
tact. 

Personal selling is physical con- 
tact with a prospect. You can look 
into his (or her) eyes and do your 
prettiest. There is contact. 

Magazine and newspaper advertis- 
ing is printed on paper and your 
prospect holds it in his (or her) 
hand and reads it. Again there is 
contact——but definite contact. 

But radio! You cannot meet your 
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prospect. You do not see your pros- 
pect. In turn, the prospect does not 
see you nor meei you. The prospect 
has nothing to take hold of, to read, 
to visualize. 

Above all, there is no point-of-sale 
contact. True, there is no point-of- 
sale contact in newspaper or mag- 
azine advertising; but there is the 
definite physical contact with the pa- 
per. And you read the advertisement 
in your hand. 

Radio is the most handicapped of 
all media from the contact stand- 
point. There are compensations, the 
entertainment, the voice, etc.—but it 
lacks that “touch.” 

"Twould seem that the radio peo- 
ple realize it. Radio advertisers are 
And between them they 
make extra effort to supply point-of- 


alive to it. 


sale contact, in the way of posters. 
displays, and counter aids to link up 
with radio programs. 

The radio is unquestionably a vi- 
Cashing in on it de- 
mands tie-up links in the stores 


tal medium. 


point-of-sale tie-ups. 

All of which is good news for 
printers and_ lithographers—princi- 
pally lithographers who are using it 
in pushing sales of display material 
for “tie-ups.” 


CONSUMER BUNK! 


The consumer movement has been 
a fertile field for researchers of sorts 

profitable too. At times they pub- 
lish “findings” and gleefully “turn 
up” the manufacturer as a robber 
and a cheat. We have no particular 
quarrel with any of these “findings” 


as such. 
But often they do not complete the 
picture. The path to Emerson’s 


mouse-trap today would be grown 
high with weeds, in competition with 
lesser mouse-traps., well advertised 
and ably marketed. And the dear 
consumer would gladly pay five times 
or more fof the inferior mouse-traps. 
if they were placed within her reach 
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in 50,000 retail stores, delivered free 
to her home, rather than go journey- 
ing around the dark forests to get a 
better one at one-tenth the price. 

In other words, the cost of devel- 
oping, packaging, and marketing, is 
substantial and must be paid. Else 
things do not get marketed. The 
coy consumer has to be teased, 
coaxed, and enticed to even look! 
Sometimes, she has to be shamefully 
influenced to try something which, 
when once she uses it, you couldn't 
take away from her with a crowbar. 

Does she want it—at the price? 
Or shall she be left without the thou- 
sand and one things which make her 
work lighter, her health better, and 
her spirits happier? 

Ask her—there’s only one answer. 


WATERED STOCh 

Toilet water is apparently due to 
boom. Women generally use per- 
fume sparingly. They regard good 
perfume as precious. And it is- 
at from $5 to $50 an ounce. 

A touch—very minute touch—of 
good perfume is the rule. Maybe it 
The joy of lavish indulg- 
ence, however, is lacking. Good per- 


suffices. 


fume has not enjoyed a mass use nor 
mass sale. 

Enter the new note or the accent- 
ing of an old note—toilet water with 
definitely heavy odor concentrates. 

The use of high-grade materials in 
toilet water will give long lasting 
freshness of fine odor—light but def- 
inable. So we are told. 

Some manufacturers are making a 
hit with toilet water. It seems to 
click. 

For one insignificant buck for 
6 to 8 ounces, a woman may re- 
freshen herself with prodigal aban- 
donment—and meet all comers with 
confidence. 

Will it cut down the sale of good 
perfume as such? We think not. 
Rather, it may extend and expand the 


market. Be ye We 
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THE NEW POWDER CREAMS 


What they should accomplish, how they are 


made and how they should be used — A new 


source of profits for the cosmetic manufacturer 


by MAISON G. deNAVARRE 


Asot T two years ago a newspaper headline read 
“Hollywood Actress Uses Oily Make-Up.” Within a few 
days the same headlines were put into smaller type and 
published in European papers. But no one actually gave 
the thing much thought, for in the past 20 years we 
have striven to get that nice “matt effect” without shine. 
In fact, the shiny nose is considered as extremely bad 
among the ladies. 

But all this was two years ago. To-day, to be fashion- 
able, a woman must make her skin up so that it shines 
all over. In this way, a more beautiful make-up can 
be had. Richer, more pink tones are the requirement of 
the average woman’s skin, and powder cream gives this. 


PAST PRODUCTS—WHAT THEY WERE 


Powder creams have been made and sold in the past. 
They are still sold. Most of them are a very solid mass 
of pigments, with just sufficient moisture to make the 
mass a few degrees softer than a brick. The lady uses 
a small sponge which accompanies the package, and 
after wetting it, applies powder to the skin much as you 
put white shoe polish on your white summer shoes. 

These products are still on the market, and are only 
poorly in demand by the ladies. 

That is the extent to which the older manufacturer 
was able to use his ingenuity. But to-day, with the scads 
of new materials there is no end to the novelty possible 
to produce. 


THE NEW POWDER CREAMS 


The fundamental requirement of the new powder creams 
is that they leave the skin shiny over a period of several 
hours. That sounds easy, but it isn’t easy to do. 

Another requirement is that you have sufficient pig- 
ment in the cream to get the desired covering effect with- 
out additional use of face powder. This implies that the 
lady will have to use cream rouge rather than dry cake 
rouge, or the “oily” effect will be spoiled. 

The cream must also give a glow to the skin, a nice 
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rich pink glow to be more specific, one that will over- 
come that jaundiced look which many women appear 
to have naturally. 

A good cream will give the skin an irridescence not 
possible to get in any other way. This irridescence really 
is required of a powder cream, for it gives a combined 
effect that cannot be described unless seen—an effect 
that compliments the lady using the make-up. The cream 
will be soft enough to apply with the fingers like any 
ordinary cosmetic cream, yet firm enough to maintain 
a body in the jar. 

From the point of view of the cosmetic technician, 
the cream must have a glossy finish when in the pack- 
age. Its odor must be like that of ordinary face powder. 
Which means that pigments must be pre-fixed before 
using, and that ordinary cream perfume will not suffice. 
For best results, the cream must be milled, viscolized, 
homogenized or in some way made more uniform than 
ordinary mixing will make it. 


FORMULATION 


Four kinds of powder creams automatically suggest 
themselves: (1) based on cold cream, (2) based on 
water free fat mixture, (3) based on stearate vanishing 
cream, and (4) based on modern type of vanishing 
cream using new emulsifiers such as glycol or glycerol 
stearates. 

Which is best? That is up to you to decide. All kinds 
are making their appearance on the market. By fall. 
you ll see plenty of each kind. 

If based on cold cream, devise a stable cold cream to 
which you can add either zinc oxide, kaolin, talc, titanium 
oxide or other pigments. Make your choice of colors only 
after testing them out in oils, for ordinary pigments 
do not look the same in dry form as they do in oily 
pastes. 

When a water free fat mixture comprises the base 
for powder cream, the powders are added to the fat 
mixture and the whole is milled like an ointment. Choice 





























of fats depends entirely on the maker. A popular base 
is petroleum, either short or long fiber. 

Stearate vanishing cream base can be made from any 
standard formula for vanishing cream in which there 
is about 15 to 20 per cent of stearic acid. Choice of 
powders here is very limited. You dare not use anything 
that will combine chemically with the stearic acid or 
your cream will separate. Therefore, only titanium ox- 
ide, tale and kaolin suggest themselves as pigments. 

The newer emulsifiers such as the glycerol and glycol 
stearates make a nice base for powder cream. Use any 
of the standard formulas making the rounds of the trade, 
and add your pigments. Choice of pigments is restricted 
here, just as in the case of vanishing cream. 

All the powder creams must carry at least 5 per cent 
or more of pigments. Covering power must be equiva- 
lent to that of ordinary face powder, which is on the 
average 20 per cent zinc oxide. 

Colors used in the various powder creams must be 
tested in the cream before tints are standardized, for 
the pigments take on an entirely different hue when in 
oil or in water and oil mixtures. All colors used must 
he chosen with a pink note predominating. 

Preserve vanishing cream type preparations against 
mold; names of preservatives can be found in the Bulle- 
tin on Preservatives and Antiseptics, issued free to 
subscribers by The American Perfumer. 


REMARKS 


The modern powder cream is intended to give an “oily 
make-up” with a decided pink tint. It is not the same 
as the old powder cream which gave a dull matt effect. 
Modern creams are applied with the fingers as any ordi- 
nary cream, whereas old creams were put on with a 
sponge. 





SOAP MACHINERY PROFITS 


by W. F. SCHAPHORST, M. E. 


THE chart shown here quickly tells you what your soap 
plant machinery profits are. Most of us commonly under- 
estimate the money earning value of equipment. Thus, 
for example, if you spend $300 for a certain soap plant 
machine and if it earns “only” $5.00 per month for you 
that amount probably does not look like much to you. 
Yet it is 20 per cent interest per year on the first cost. 
20 per cent is a high rate, usually. 

To use the chart, run a straight line through the earn- 
ing per month, column A, and the first cost, column B, 
and the intersection with column C gives the interest per 
year. 

Thus, choosing the example stated above, if the earning 
per month is $5.00 and the first cost is $300, the dotted 
line drawn through the $5.00, column A, and the $300. 
column B, intersects the 20 per cent mark in column C. 
The annual interest earned by the $300, therefore, is 
20) per cent. 

The chart will also be found useful for determining the 
amount of returns per month that should be expected 
from a given machine or device of known cost. 

For example. if you know that a machine will cost 
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MONEY EARNED PER MONTH BY THE SOAP PLANT MACHINE 


$300. and you want to make at least 20 per cent, run a 
straight line through the two known values, $300 and 
20 per cent, and the intersection with column A gives the 
answer as $5.00 per month. 

Or, the chart may be used for determining the limiting 
amount of money you can spend for a given machine. 
knowing the income per month that you can get out of 
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it and knowing the interest rate per year that you want. 

In other words, if you know the values in any two 
columns, you can immediately determine the third by 
running a straight line through the two known points. 

The range of the chart, as will be noted, is great 
enough to take care of most soap plant machinery prob- 
lems—the earnings per month ranging all the way from 
$1.00 to $100. The first costs, column B, range all the 
way from $10. to $10,000. And the interest rates vary 
all the way from | per cent to 1000 per cent. column C. 

This chart is also usable for figures larger than those 
shown in the chart. For example, if the earning per 
month is $500 and the first cost $30,000, the same dotted 
line would be drawn across, giving the result as 20 per 
cent interest per year. That is to say. when you add 
two ciphers to any figure in column A, you must also add 
two ciphers to any figure in column B. If you add three 
ciphers in A, also add three ciphers in B. In other 
words, always add as many ciphers in A as in B. 
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Better Hair Tonics and Dressings 





What should be included in the formula and why— Use of new 


synthetic organic compounds— Proper ingredients for dandruff 


cures— An almost unscratched market awaiting development suggested 


by FLORENCE E. WALL, F. A. I. C. 


The late Will Rogers defined an optimist as “A man 
who buys hair tonic from a bald-headed barber.” It 
seems that he had something there. The so-called “hair 
tonics” occupy a high place on the list of sales of cos- 
metic products because “Hope springs eternal—” etc., 
and the market is practically constant. Every day a 
few more persons (mostly men) see the first signs of 
loss of hair, and even the frankly bald ones cling to 
their optimism, willingly trying almost every new prod- 
uct that comes along. 

The term “hair tonic” is ill chosen. As far as the 
intention goes, “scalp tonic” would be more accurate. 
But there must be something in the psychology behind 
the use of them, because most persons hope to stop the 
loss of their hair by simply dousing something magical 
over it. The realization that they must actually do some 
work to stop the damage discourages them into neglect. 


HAIR GROWER IN 3700 B. C. 


Products of this kind are among the oldest known cos- 
metics. The oldest so-called medical prescription (B. C. 
3700), preserved in the British Museum, is really a con- 
coction alleged to promote the growth of the hair. Recipes 
for scalp tonics, hair growers, cures for dandruff, bald- 
ness, etc., abound in the handbooks and formularies that 
come down to us from all periods of history. Any at- 
tempt to evaluate them would require far more space 
than the scope of this paper would permit. If you want 
to make anything like this, select some up-to-date publica- 
tion and look to the current standing of the author. 

Following the trend in other drugs, the earliest sub- 
stances used for the scalp and hair were natural products 
obtained from plants and animals. Then followed a 
period of popularity for inorganic substances—elements 
and metallic salts. Finally, the development of synthetic 
organic chemistry opened up vast unexplored _possi- 
bilities, of which the end is not yet in sight. A few 
favorites survive from the earlier periods, kept by tra- 
dition and laissez-faire; or because a surprising number 
of persons in this enlightened day and age think that 
anything that originated in the middle ages is better 
than what we have now. 


MERIT IN OLD FORMULAS 


Maybe it is. Any number of perfectly good remedies 
have fallen into disuse, not through any proved deficiency 
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on their part, but simply because some newer product 
caught the public fancy and no effort was ever made to 
restore the older one to favor. There is no reason why 
the ancient recipes should not be preserved and utilized: 
but to be sure that they really are as good as they were 
formerly believed to be, each ingredient should be care- 
fully checked in current scientific and trade literature. 

The ancient botanical simples deserve a review in the 
light of modern knowledge. Jaborandi flowers still en- 
joy favor, through recognition of the specific merits of 
the active principle of this plant, pilocarpin. In the 
face of the exaggerated popular trust in the virtues in- 
herent in “pure vegetables,” it seems a bit odd that more 
effort has not been made in recent years to revive in- 
terest in, and utilize more of the medicinal plants known 
to be beneficial in conditions of the skin. The Hindus 
and the Chinese have given us many valuable records. 
and the possibilities of the advertising appeal would 
ring in some nice changes on the lure of the lore of 
ancient Egypt. Aside from the natural fats, the best 
known of the animal substances is cantharides (from 
beetles) and the active principle, cantharidin. 

Of the inorganic substances used from time to time. 
sulfur, and a few compounds of arsenic and mercury 
seem to be the principal survivors. The recognized toxic 
properties of the latter group should rule them out of 
modern cosmetic preparations. Moreover, in the exis- 
tence of so many substances which are infinitely better. 
the use of arsenic and mercury seems antiquated—which 
is often worse than deadly. A few questioning minds 
are now also rousing some curiosity as to the merits of 
sulfur—so long a sheet-anchor in dermatology—but any 
decision must await the result of clinical research. 


NEW SYNTHETIC ORGANIC COMPOUNDS 
The relatively new synthetic organic compounds are 
fast replacing the older substances in cosmetics as they 
are in medicine and pharmacy. Beta-naphthol, resorcin. 
salicylic acid, chloral hydrate, and other compounds 
figure in the hundreds of recipes available. The basic 
reason for selecting any of them is for their stimulating 
and antiseptic properties and effects. The scalp should 
be stimulated to a point just short of irritation. Other 
properties, however, must also be considered, and care 
must be taken in the use of substances that might dis- 
color the hair. Pilocarpin, for example, gives the hair a 
97 








grayish cast; therefore, such a tonic should be recom- 
mended only for dark hair. Resorcin brings out green- 
ish hues; but the monoacetate salt of this compound 
(euresol) avoids this unpleasant effect. Quinine seems 
to hasten the development of gray hair; therefore, it, too, 
must be used with caution. 


INGREDIENTS FOR DANDRUFF CURES 


In the compounding of alleged “dandruff cures,” too 
much emphasis has been placed on the ability of a prod- 
uct to “dissolve dandruff.” A logical rejoinder to such 
claims is “So what?” Dandruff is merely a manifesta- 
tion, the effect, of an abnormal condition in the scalp. 
Most tonics and lotions will readily dissolve and remove 
an accumulation of dandruff mechanically, but unless 
they contain ingredients specifically chosen to act on the 
cause of the condition, there can be no guarantee that 
another accumulation of dandruff will not begin to form 
immediately. 

Dandruff is recognized as a common forerunner of 
alopecia (baldness) and the claims made for many al- 
leged cures for baldness are frequently absurd. Oils, 
for instance,—especially the mineral oil, or the castor 
or olive oil most commonly used—may be perfectly 
good in themselves, but useless for the purpose intended. 
An application of mineral oil, if accompanied by sys- 
tematic massage of the scalp, may clear the scalp tem- 
porarily of dandruff, and actually may improve the 
condition of the scalp by stimulating the circulation. but 
it has no “tonic” properties of itself. 

The carrier for a scalp tonic should also be chosen 
with the particular objective in mind. A _ preparation 
for the correction of an oily condition of the scalp may 
contain a fairly high percentage (50%) of alcohol. One 
for a dry scalp should contain relatively little alcohol, 
and may have up to 50% of a vegetable oil. 
CORRECTIVE OIL TREATMENTS 
This leads logically to a consideration of mixtures used 
for “hot oil shampoo” and corrective oil treatments. 
There is always a large potential market for preparations 
of this kind, both for use in beauty shops and for sup- 
plementary or independent treatments at home. Here 
again, the objective of the course of treatments should 
be kept in mind. For the correction of dry hair and 
scalp, for example, products consisting wholly or in large 
part of crude oil or mineral oil should not be recom- 
mended, as these compounds make them drier. Even for 
an oily condition, a mixture of one part of olive, castor, 
tea-seed, or other vegetable oil with three or four parts 
of the petroleum product is usually more satisfactory 
than the latter alone. 


DRY HAIR AND SCALP TREATMENT 


For the treatment of dry hair and scalp, mixtures of 
vegetable oils (olive, castor, tea-seed, thuja, sesame, cade, 
etc.) are recommended, and the best effects are obtained 
if 10-20% of an animal oil product is included. Lanolin, 
lard, cholesterol, lecithin, or neatsfoot oil may be used. 
The last-named is now obtainable in a practically odor- 
less variety which seems to hold its integrity for a rela- 
tively long time. The denatured, non-potable olive oil 
has proved to be quite as satisfactory as the more ex- 
pensive grades. and if the pungent odor is objectionable 
it can be masked by a carefully chosen blend of per- 
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fume. Mineral oil (5-10%) may be added, but simply 
for the purpose of making the hair glossy. 

As a preservative for such mixtures of vegetable and 
animal products, both the esters of parahydroxybenzoic 
acid and sodium benzoate have been found satisfactory. 

Oil mixtures of this sort are always best merchan- 
dised as the vehicles for a program of treatment, rather 
than as separate commodities, of which the manner of 
use is left to the judgment of the purchaser. Disappoint- 
ment with many good preparations, and much unjust 
condemnation, have come from misunderstanding of the 
directions for use or from indifference and neglect when 
and if startling improvement did not follow the first 
application or two. Directions should be written, or 
at least inspired, by someone that really understands the 
care of hair and scalp—not just a “word stringer.” An 
elaborate description of various ways and means of 
utilizing a given product, which consists of nothing but 
medium weight mineral oil, may be charitably laid to 
ignorance rather than to any deliberate intention to 
deceive the public; nevertheless, it is difficult to condone. 


AN UNTOUCHED MARKET 





Another market—almost without a scratch—for the 
vegetable-animal oil mixtures mentioned above is for 
women with permanently waved hair. Something of 
this kind should always be recommended to recondition 
the hair before it is waved; and it is even more neces- 
sary and beneficial in bringing the hair back to a healthy 
condition and good appearance afterwards. 


HAIR DRESSINGS 


The preparations called “hair dressings” are usually 
understood to comprise those solid or liquid products 
designed to make the hair glossy or hold it in place. 
These also consist of various oils, fats, and waxes, with 
the composition and the results dependent on the choice 
of ingredients. The product most commonly used as a 
dressing is the so-called brilliantine, which may consist 
entirely of light-weight mineral oil, usually colored and 
delicately perfumed. Other recipes suggest castor, olive. 
or some similar oil, and alcohol. The mineral oil prod- 
ucts give more gloss, but they may be drying to the hair. 
Depending on the amount of alcohol present, the others 
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also may be drying. Anything of this kind should there- 
fore be used with good judgment. Solid forms of bril- 
liantine usually consist of petrolatum with spermaceti, 
ceresin, or some other waxy product. The term “crystal- 
lized brilliantine,” as applied to such a semi-gelatinous 
mass seems a misnomer, which should be abandoned. 

Vegetable and vegetable-mineral oil mixtures, without 
alcohol, are also recommended to keep the hair neat 
and glossy. Plain cocoanut oil is not much used in the 
United States but it is popular as a hairdressing in coun- 
tries where this tree is native. 

The preparations used as fixatives were formerly sim- 
ilar to some of the brilliantines, with a higher percentage 
of waxes. This type has been known to form an im- 
permeable coating over the entire scalp, thus stunting 
the growth of the hair. Several years ago, while the 
late Rudolph Valentino was setting the fad for “patent- 
leather hair,” a serious epidemic of baldness among 
adolescent boys and young men was directly traced to 
the excessive use of such cosmetics. If the psychology 
behind the advertising of these products will not permit 
the open publication of the information, at least the 
trade paper advertising to barbers and_ hairdressers 
should carry a salutary warning that anyone using these 
heavy waxy fixatives continually should have a good 
“hot oil shampoo” with crude oil now and then to keep 
the scalp clear of the accumulation of wax. 

The softer, creamy, type of fixative has been gaining 
in favor in recent years. Some of the newer develop- 
ments have been discussed by Henry Lee-Charlton in 
The American Perfumer (March, May, 1937). 

The whole subject of hair preparations needs revision 
and thorough study. It is decidedly unfortunate that 
so much that pertains to the care of the hair and scalp 
should still be shrouded in medieval mystery and just 
plain “bunk.” Too many manufacturers have been con- 
tent to depend on tradition and laissez faire for the com- 
position of their products, instead of undertaking some 
sound research to determine which of all the kinds of 
substances now available are really worth using. A 
recommendation by some ancient Egyptian, or Galen, 
or Giovanni Marinello, or even Erasmus Wilson, is no 
reason for keeping any substance or mixture on the list 
if there are better things at hand. 

There are undoubtedly many good products on the 
market which are languishing through the lack of a 
definite program of research to determine what they will 
and will not do, and what claims may legitimately be 
made for them. Others undoubtedly ought to be junked 
forthwith; or if their names still enjoy acceptance, they 
should be changed to something worth while. The fact 
that a recipe looks well on paper, and stands up well 
during several months of “shelf testing” is no proof or 
guarantee that it has any clinical value or that it was 
worth compounding to put on the shelf. 

Even the most diligent of the reformers and trouble 
sleuths can find little that is actually harmful among 
the hair and scalp preparations on the market, but that 
the product is merely harmless is not sufficient. With 
the long-threatened Federal legislation actually about to 
be imposed, cosmetics will be required to live up to the 
claims made for them—or give up those claims. Let us 
give the hair preparations a “new deal” so that when 
the jaws of the law clamp down on everything of this 
kind they will not be found wanting. 
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LABOR LAWS 


By R. R. Deupree* 


Most every law passed to aid the working man has come 
as a result of some industry or group of industries pre- 
viously demonstrating that such action is workable, ad- 
visable, and to the benefit of the worker. 

As far as I know, the advancement of labor, of the 
working man, has been through the far-sightedness of 
some one or several great leaders, who formulated and 
put into effect ideas and plans which people are now 
trying to write into law. Some of them have been cov- 
ered, but many of them can never be embraced in a writ- 
ten statute. That is a matter of education, wisdom and 
desire on the part of men employing labor. 

I am willing to admit that hours and wages are funda- 
mental but there is something besides hours and wages. 
It seems to me that proper hours and wages are just the 
beginning of things, for certainly hours and wages in 
these days are not a cure-all. There are a lot of things 
that go to make for satisfaction in working besides these. 
There is an independence, and a security; a co-operative 
spirit, friendliness and desire to do, and these things 
are not secured by hours and wages nor by laws. 





IMPORTANCE OF pH CONTROL 


So much attention has been paid of late to the impor- 
tance of pH control in laboratory and industrial opera- 
tions that it is assumed the reader is sufficiently conver- 
sant with its fundamentals and its terminology. pH 
stands for concentration of hydrogen-ions (H+). 


pH Scale 


is —— —_ 
———— steel 
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PH versus acidity and alkalinity. pH is not synonymous 
with (quantitative) acidity or alkalinity. Acidity and 
alkalinity refer to the composition of a solution, whether 
made up principally of acid or alkaline substances. 
whereas pH denotes ACTIVE acidity or alkalinity, or 
the greater or lesser presence of hydrogen-ions (H+). 
It is, however, the pH value, or the concentration of 
hydrogen-ions that exercises so great an influence on 
processes, and not the mere state of being acid or alka- 
line. Optimum results can only be obtained in most proc- 
esses by operating at a definite pH value—Paul Frank. 





* President, The Procter & Gamble Co. 
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More Profits From Production 


How to meet the menace of increasing state sales taxes 


—Corners that should NOT be cut to reduce production 


costs—Practical, timely suggestions for the manufacturer 


by RALPH H. AUCH, A.B., Ch. E. 


DIRECTIONS for use are important for even the most 
commonplace product such as lipstick, shaving cream or 
face powder. There is always one best way to use any 
given product and the purchaser should be so instructed 
by directions even though admittedly many won't read 
the directions and many more won't change their method 
of use that has become habit. Frequently directions are 
carelessly prepared and the verbiage on some packages 
suggests that the office boy or file 
clerk wrote them. 

We had just about concluded 
that the second person was falling 


DOLLARS AND CENTS 


rated where necessary. For example, cautions about the 
use of cuticle remover in the manicure are in order. They 
may avoid some infected fingers and attendant law suits. 

Likewise, incorporation of a time limit as a caution 
against over exposure to the action of depilatory is the 
part of wisdom. Some women throw themselves on the 
chaise lounge or day bed with arms overhead while await- 
ing the dehairing action of the depilatory. Over exposure 
while absorbed in reading or doz- 
ing may bring action and the manu- 
facturer may find himself spend- 
ing time and money hushing her 


into disuse when a new shampoo 
was launched using “you” and 
“your” freely in the directions. 
Another product has come under 
observation in the directions of 
which the second person is used 
twenty-one times. Maybe it does 
lend that personal touch—a little 
more intimacy—that is possibly de- 
sirable. 

The most common fault in the 
preparation of directions appears 
to be to lead off in boldface type 
with “Directions” and then go off 
on one or more tangents. It is not 
unusual to find a testimonial or two 
under directions and it is unusual 
not to find quite considerable sales 
promotion, i.€., “hooey” copy also. 
Just as there is one best way to use 
a product, there is one best way to 


describe it—to put it across—and that is by straight for- 
ward, step by step. concise, simple, preferably two- 


QUESTIONS 


What should be included 
in directions for using your 
product? Why? 

How and when should the 
user be cautioned about using 
your product? 


How many retail sizes 
should be offered? Why? 


Should the retail price be 


affixed to the package or omit- 
ted? Why? 


How should retail prices be 
fixed to reduce state sales 
taxes? 


The foregoing pertinent dol- 
lars and cents questions are 
answered in this stimulating 
article with reasons learned 
from years of hard, practical 
experience. 





lawyer. 


HOW MANY SIZES SHOULD 
BE OFFERED? 


Too much serious consideration 
cannot be devoted to arriving at the 
number of retail sizes to be offered. 
Whether one, two or three sizes 
should be offered the trade may be 
considered much in the same man- 
ner indicated earlier for choosing 
the type of container. The advan- 
tages and disadvantages of each 
number of sizes may be set down 
for study. Each new product pre- 
sents a highly individual problem; 
but a number of generalities by 
way of suggestion can, neverthe- 
less, be drawn. 

One small or medium size causes 
the user to be without the product 


relatively frequently because of neglect to purchase 


a new supply. Witness milady becoming very econom- 





syllable language. 

Why wax flowery and try to build up an atmosphere 
around the product after the sale is made? To make the 
user hypercritical to the point of disappointment per- 
haps? Is it not just as logical to put lengthy step by 
step directions in advertisements of “on in a flash” prod- 
ucts such as liquid nail polish or rouge? 


WHEN TO CAUTION THE USER 


Cautions are admittedly bad sales-wise but it is usually 
better to be safe than sorry so they should be incorpo- 
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ical as the last of her bottle of lotion is approached 
or the bottom of her box of face powder is uncovered 
by her powder puff. Likewise the mere man waxes 
frugal as the last of his tooth paste or shaving cream 
is being squeezed from the tube and a fresh tube is not 
at hand. 

Every time the new purchase is made the opportunity 
is afforded for the voice of the salesperson, the urge of 
competitive advertising or even the natural curiosity of 
the purchaser to switch to the trial of another brand. 
On the other hand, however, the more frequent the calls 
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How directions are handled on some packages now on the market. 


upon the dealer for any specialty, the more conscious it 
makes him of a seemingly large demand for the new 
specialty—always a desirable reaction. 

Two or three sizes can be offered in the case of shav- 
ing creams, dentifrices or lotions with little additional 
outlay for containers, etc. and relatively little sales re- 
sistance on the part of the jobbing, chain and retail 
trade. In the case of liquid nail polishes, face powders, 
rouges and other items offered in various shades, odors 
and the like up to three, five and even seven or more, 
the resistance goes up in the trade and the likelihood 
of “out of stocks” at the point of purchase goes up pro- 
portionately. 

Another factor, of course, is the fact that many prod- 
ucts have an upper price limit more or less set for them 
by custom and it is difficult, regardless of the amount of 
“over-size”, to up this figure. However, it has and can 
be done! 


AFFIX OR OMIT RETAIL PRICE? 


The problem of whether to affix or omit the price on the 
container is indeed a weighty one. Indiscriminate price 
cutting on the one hand and price maintenance on the 
other does not help the situation any. If it is a fictitious 
one, that is, one well above the actual figure at which 
retailing is contemplated the F. T. C. 
issue a “cease and desist” order. 


may step in and 


We were party to the development and merchandising 
of a dentifrice in twen'v-five and thirty-five cent sizes. 
The twenty-five cent size out-sold the thirty-five fully 
three to one although the latter was nearly twice as large. 
The larger size had “double size” conspicuously put on 
both tube and carton. The price was affixed at fifty 
cents and the merchandising was predicated on a thirty- 
nine cent retail. The comparative sales figures are now 
more than reversed and needless to remark the profit 
infinitely greater. 
are purchasers more or less 
likely to buy any item at thirty-nine cents if a fifty-cent 
price is printed on the container? 


This raises the question 


Or. if a specialty of 
comparable size, quality and trade name or the same 
one for that matter, carrying a_ thirty-five cent price 
printed upon it. is offered at thirty-three cents, will the 
consumer buy the latter in the belief that a better bar- 
gain is being driven? 

Whether the package is finally offered with or without 
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Sizes adjusted to suit the requirements of various consumers. 


a retail price appearing thereon, why are even prices so 
widely retained? One line now carries twenty cents, 


another forty cents, while odd prices have proven their 


sales appeal beyond any doubt in all retail outlets. 


rAKE STATE SALES TAXES INTO ACCOUNT 


In summing up and still evading the question after hav- 
ing advanced only a small part of the pro and the con, 
the state sales tax may well be taken into account. Fully 
one-half of the several states now have retail sales taxes 
in a range from one-half to three per cent, with the end 
of this method of taxation not yet in sight. Why not 
take this tax seriously into account? The normally one 
dollar item, for example, then would be priced at ninety- 
five or ninety-six cents so that adding on of the tax will 
not throw the purchasers total outlay over the even figure. 


WAYS IN WHICH COSTS ARE CUT 


\ promotion always looks more beautiful on the pros- 
pectus than the reality turns out to be when the new busi- 
ness venture gets under way. Likewise the calculated 
costs usually are lower than they prove to be when the 
new product gets into production. The French perfumer 
selling his wares at $3.00 to $20.00 per ounce need not 
become unduly concerned about a few cents one way or 
the other in his unit cost. To the manufacturer making 
specialities to sell at popular prices in a highly com- 
petitive market a single penny in unit cost may mean 
the difference between success and failure. 

Innumerable packaged specialties come to mind that 
were no sooner launched than evidence of cost cutting 
hecame apparent to the critical observer. The reason is 
not far to seek. 
and looked in line, when put in production were thrown 


Costs that were calculated to a nicety 


out of line by unanticipated expenses, waste, and spoil- 
age. Something obviously had to be done about it. 

The carton liner is removed or the scored corrugated 
one is replaced with carpet paper. The lacquered or 
varnished carton is replaced with a plain one and if 
pastel shades or large areas of solid color appear in its 
design they soil and smudge frightfully. The attractive 
metal cap or beautiful plastic closure is replaced with a 
double shell metal or even plain aluminum or litho- 
graphed tin one. and all have been known to corrode 
under certain conditions or become unsightly. 

The hand blown bottle gives way to the less attractive 
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Many tooth paste cartons now indicate price—as shown above. 








The embossed metal label is with- 
drawn in favor of a printed metallic paper one. The 
white patent coated news back carton board replaces the 
white clay-coated manila back one. These and many 
others all in the name of economy. 

It is much safer marketwise to have had costs in line 
in the first place. However, economies in cost effected 
al the expense of the appearance of the package are far 
better than shaving them at the expense of the contents 
themselves. A little higher water content in creams. a 
little less of a little cheaper odor, a lower titre and in- 
ferior odor and color stearic acid, an inferior tale that 
has no rightful place in cosmetics, a little lower alcoholic 
content in mouth wash, facial astringent or after shave 
lotion, a little less glycerin in tooth paste or facial cream. 
is to name but a few ways it has been done. And these 
efforts at cost cutting in the contents cannot help but 
undermine the dearly bought consumer acceptance. 


machine blown one. 





THE NEW VEGETABLE SOURCE VANILLIN 


by J. M. WENNEIS* 


A NEW vegetable-source vanillin was placed on the 
market about ten months ago, in substantial commercial 
quantities. The effect of this new vanillin on the flavor- 
ing field is of particular interest, because it comes from 
a source of raw materials which is practically unlimited, 
and is manufactured by a process possessing greater 
simplicity than any hitherto employed in the manufacture 
of synthetic vanillin. It is claimed to possess an excep- 
tionally high flavor value. 

Synthetic vanillins have hitherto been made, in the 
case of eugenol vanillin, from clove oil or cinnamon 
leaf oil, or, in the case of guaiacol, the largest poundage, 
from benzol derivatives. In both latter cases the vanillin 
is obtained by multi stage chemical syntheses. 


NEW VANILLIN MADE IN SINGLE STEP 


The new vanillin is made from lignin in what is sub- 
stantially a single step, according to the manufacturers, 
who also state that their vanillin may be said to be 
made directly from the wood of newly cut coniferous 
trees, whereas guaniacol vanillin is prepared from pre- 
historic trees and other vegetation by chemical synthesis. 

The manufacture of high grade ethyl vanillin, guaiacol. 
catechol, ethyl-vanillone and other products is under de- 
velopment for commercial production. 

The amount of lignin available in the world, according 
to 1936 figures, was 5,050,000 tons per year, of which 
10 per cent was in the United States and Canada, and 
60 per cent abroad. 


ENORMOUS SUPPLY OF RAW MATERIAL 


The amount of lignin available in one Wisconsin plant 
alone, is stated to be sufficient for the production of 1.- 
250,000 pounds of vanillin a year. This is more than 
three times greater than the domestic consumption, and 
compares with the U. S. Tariff Commission’s report of 
June 2 last, which gave a figure of 368,330 pounds of 
vanillin produced in 1937, and a sale of 370,930 dur- 
ing the same period. 
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The new plant of the Salvo Co. in Rothschild. Wisc.. 
has a present capacity of about 300,000 pounds a year. 
Before it was built. research work had been carried on 
for many years. In March, 1936, the first small pilot 
plant was built. followed at the end of that year by a 
larger pilot plant. In the late Winter and early Spring 
of 1937, the main plant was started and it was completed 
in the Fall of that year. After the usual test period, the 
plant was put into commercial operation, and large 
commercial production was started at approximately the 
beginning of the current year. 


COST LIKELY TO BE STABLE 


The new vanillin is nationally distributed. It is signifi- 
cant that the quoted price of vanillin has fallen from 
about $3.75 a pound in 1937, to current quotations of 
about $2.10 a pound. It is of interest to the trade that the 
new vanillin is likely to possess a high degree of stability 
as regards cost of manufacture, as, with such enormous 
quantities of low cost material available, at stable costs. 
the product should not be subject to violent variations in 
the cost and availability of raw materials. 

The fundamental importance of the new lignin de- 
velopment lies in the fact that a new organic raw ma- 
terial has been made available in huge tonnages and 
at low cost, and from which can be made a number of 
interesting products of which vanillin is one, and per- 
haps the first to be made on a large commercial scale. 
In the search for such new organic raw materials and 
products, the discoveries generally come in series. We 
have witnessed in our own life time the huge develop- 
ments that arose from coal tar and its derivatives; more 
recently the increasing and varied developments in cel- 
lulose. Now apparently we have a new basic raw ma- 
terial of great potentiality, not only in the United States, 
but throughout the world. 


*Abstract from a paper read before the Flavoring Extract 
Manufacturers Assoc. 
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THE OLD ORDER CHANGES 





How leading companies are already complying with new Food, 


Drug and Cosmetic Law. Specific examples of changes made in 


labels and advertising claims approv ed by Board of Standards 


by RUTH HOOPER LARISSON 


Tue final act of this pathetically frantic drama to be 
known in the future as “Cosmetics of the Dark Ages” 
is just about over. The curtain is being rung down on 
the last scene. The next ten months will be devoted to 
rewriting the script, recasting the parts and designing 
new sets. All of this because cosmetics are no longer 
the free-for-all mad cap game played by rowdy adoles- 
cent rough necks. The nice work if you can get away 
with it, sort of thing, gives way to a willynilly accep- 
tance of one’s obligations to the consumer. Manufac- 
turers, distributors or producers will be held wholly re- 
sponsible for the products they make, the way they sell 
them, and what they say about them. Is anything fairer? 

There was a time when the business was just a matter 
of making and selling cosmetics. Truly, it had a naive 
glamour about it. If you wanted to go into the face 
cream business, you made the creams or had them made 
for you, lined up retailers, and told the public all about 
it. If you wanted to say the formula was the favorite 
of Cleopatra and the only one she used on odd Thurs- 
days, you said it—people laughed but they bought your 
stuff. It was as simple as that. Of course, you developed 
a few gray hairs when your competitor came out with the 
formula Cleopatra used on even Thursdays and claimed 
it was so effective that she could go without cream en- 
tirely on odd Thursdays. But still the game was simple. 


Just a little battle of wits between you and your com- 
petitor with both of you emulating the great bluffer 
Barnum. 

Now it has become incredibly involved. You begin to 
wonder if your board of directors should include a 
batch of endocrinologists, a brace of dermatologists, a 
posse of lawyers, a swarm of psychologists, a flock of 
chemists, all of the first magnitude, and a ton of white 
mice. It just isn’t simple any more. While there will be 
no more fairy tales in cosmetics, there will be far more 
chance of “living happily ever after.” 


THE BOARD OF STANDARDS AT WORK 


So let’s take an aspirin to settle our nerves and get 
down to business. The machinery for this radical change 
has all been set up and is now running along with a 
convincing purr of efficiency. Trade papers and adver- 
tising journals have kept all concerned informed of 
each step of the procedure as to legislation, Federal 
Trade Commission policing and, finally, the agreement 
reached between the National Retail Dry Goods Associa- 
tion and the Toilet Goods Association. Last month, in 
these pages, you read in detail the list of the five claims 
subject to caution and the eighteen claims which are not 
acceptable. Reiterating them is unnecessary. 

In conference with H. Gregory Thomas, director of 


PHRASES NOT APPROVED BY THE BOARD OF STANDARDS 


Here are a few of the phrases found in labels and booklets which the Board states will not be permitted after next June. 


YOU CAN'T SAY 


“Promoting skin health from within” 

“Will remove blackheads” 

“Removes lines and wrinkles” 

“Imparts new youth to the skin” 

“Enters the pores and dislodges impurities” 
“Rejuvenates the skin” 

“Thoroughly cleanses the pores” 

“Tones sagging tissue” 

“Nourishes a dry sensitive skin” 

“Leaves the skin firm and youthful” 
“Ingredients work deep beneath the surface” 
“Refines the pores” 

“Corrects sluggish sallow skin” 
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YOU CAN CHANGE IT TO SAY 


“Promoting skin health” 

“Retards the formation of blackheads” 

“Smoothes lines and wrinkles” 

“Imparts the appearance of youth to the skin” 

“. . Comes off laden with the day’s dust and makeup” 
“Hastens desquamation” 

“Thoroughly cleanses the skin” 

“Improves the tone of the complexion” 

“Contains harmonious oils for a dry sensitive skin” 
“Leaves the skin feeling firm and youthful.” 
“Ingredients that protect the surface” 

“Imparts a fine grained appearance to the skin” 

“Aids in correcting the appearance of a sluggish sallow skin” 








NAMES OF PRODUCTS 


Not only will copy be open to censorship but names 
of products must also conform to the law. According 
to the Board of Standards you will no longer be able 
to use such names as: 

Skin Food 

Youthifying Cream 

Youth Cream 

Contour Cream 
But you can rename them. These names are accept- 
able: 

Skin Culture Cream 

Texture Cream 

Treatment Cream 

Skin Conditioning Cream 

Tissue Cream 
You won't be able to call them: 

Wrinkle Remover 

Anti-Wrinkle Cream 

Muscle Oil 


You can name them: 

Wrinkle Lubricant Cream 

Texture Oil 

Emollient Oil 
Instead of Skin Tonic, call it Skin Freshener o1 
Bracer. Instead of Acne Cream or Lotion call it 
Medicated Cream or Lotion. But if you do this it 
will come under the drug provisions of the Act if 
therapeutic claims are made. 


the Board of Standards of the Toilet Goods Associa- 
tion, I learned certain points which I believe some com- 
panies would appreciate knowing if they are not al- 
ready familiar with them. The facilities of the Board of 
Standards are at the disposal of all manufacturers in 
the industry but members of the Toilet Goods Associa- 
tion have first claim to the Board’s attention. (If you are 
not a member, you probably should be.) When the labels 
and advertising matter of the members have been passed 
on, material from non-members will then be given the 
same thorough going over and revisions made wherever 
necessary. 

Barbara Gould will probably be the first major treat- 
ment line to appear in its entire revision of labels, book- 
lets, etc. Without so much as a backward glance at what 
they had done in the past, Bourjois went immediately to 
work with the Board of Standards and today they are 
proud of their finished achievement. Other leading man- 
ufacturers have brought their labels and literature to 
the Board for examination, advice and revision. Still 
others have entered into agreements with the Federal 
Trade Commission. All of these companies are pace 
setters for the industry. 


WORK IN STRICTEST CONFIDENCE 


It seems hardly necessary to mention the fact that 
all the work being done by the Board is conducted in 
strict confidence and with the sympathetic understanding 
which a dentist feels for his patient when he says “I 
know this is going to hurt but we’ve got to pull it out.” 
Mr. Thomas tells me that not more than a handful of 
labels now on the market will pass the future censor. 


Barbara Gould Floral Deodorant and new "Approved" label copy. 
Note text in letters 1/9” high conforming with N. Y. State law. 
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That means that practically every company should be 
working on these right now. Since June over four thou- 
sand labels have been revised by the Board. A series of 
rubber stamps are used as follows: “Approved,” “Ap- 
proved with Corrections” (the corrections are made by 


the Board) and “Not Acceptable.” 


WHAT EVERY LABEL MUST SHOW 


Remember that every label must bear the name and 
address of the manufacturer, packer or distributor and 
also the weight, measure or numerical count. The New 
York State law allows the use of both the metric system 
and ounces but no Federal regulation has been issued 
on this point although it is believed that the Federal 
Government favors the quantity recorded in ounces. 
In addition, if you are making medical claims for 
your products, you must disclose the qualitative formula, 
and type and amount of alcohol used. Products for all 
abnormal skin conditions come under this medical claims 
heading. If you have a question in your mind as to 
whether your product belongs in this group or not, find 
out definitely by consulting with the Board of Standards. 


HAVE YOUR LABELS, ETC, APPROVED-——-NOW 


First of all, send your labels, booklets, inserts, adver- 
tisements, etc., to the Board. (Remember the Board is 
not acting as an intercessor but interpreter of the law.) 
If they come back “Approved” rejoice and be glad. If 
they return to you marked “Approved with Corrections” 
incorporate the corrections and be thankful that you have 
been saved time, money and possibly loss of business by 
doing it now instead of waiting until you are cited by 
the Federal Trade Commission. If your material comes 


back marked “Not Acceptable” you better start in again 
at the beginning, studying the various warnings and 
explanations as to what cannot be claimed and rewrite 
your material in harmony with the known data on the 
subject. 


ADVERTISING AGENCIES CAN PROFIT, TOO 

A number of advertising agencies handling cosmetic 
accounts have become Associate Members of the Toilet 
Goods Association and thus are entitled to assistance 
in preparing copy for their clients. No doubt other 
agencies will want to avail themselves of this privilege. 
They can send in material in typewritten form together 
with layouts and not spend wakeful nights worrying 
because three months later the advertising will break in 
national publications. While agencies cannot be held 
responsible any more than retailers for claims manufac- 
turers make, the agencies know their clients have an 
effective weapon in the form of changing to another 
agency should their present advertising counsel let them 
down on a seat spiked with citations. 

A strange language or rather jargon has grown up 
around cosmetics in the last twenty-five years. The same 
phrases, words and expressions are used over and over 
by practically every copywriter. Only once in a while 
does one come across a fresh and inviting way of saying 
the same old thing. The consumer is familiar with this 
jargon and probably some of us felt that it was best to 
continue it, leaving well enough alone. Perhaps some of 
us have just been lazy and not consulted the dictionary 
often enough. This is going to be open season for syno- 
nyms and there is a good chance for some strong, force- 
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ful and also colorful copy to make its appearance iu 
cosmetic advertising. New copy appeals and vigorous 
campaigns with a fresh sales punch should begin to 
appear. 


MANUFACTURERS TAKING PRODUCTS SERIOUSLY 


The revised setup for the industry will have a truly 
beneficial effect. Manufacturers have said to me in the 
past, “Women don’t know the difference between creams 

they don’t care as long as they smear something on 
their faces.” That always made me see red. I know 
women did care—that they knew there was a difference, 
and their purchases were generally influenced by that 
difference. The more the manufacturers know about their 
own business, the better will be the goods they produce 
and the service they render. 

The only part of the business which too many manu- 
facturers have ever taken very seriously was the finan- 
cial statements. Now they are being forced to take their 
cosmetics seriously. They are beginning to be really 
interested in the ingredients, [Continued on page 66] 


EXAMPLES OF APPROVED 
CHANGES 


The new edition of the Barbara Gould booklet car- 
ries on the title page “Approved by Board of Stand- 
ards, Toilet Goods Association.” Although the pre- 
vious edition had been fine tooth combed for ex- 
travagant statements and claims and was probably 
the most conservative of any booklet on the market. 
this edition goes even farther in constraint. The 
interesting point to be observed in the result is that 
it becomes a far stronger piece of copy! 
\ few examples of the changes made should be a 
guide to other manufacturers and are as follows: 

OLD: “Barbara Gould Beauty Aids bring the gift 
of enduring loveliness to every woman.” 

NEW: “Barbara Gould Beauty Aids have helped 


thousands of women in their quest for loveliness.” 


OLD: “It loosens impurities and floats them to the 
surface of the skin without stretching the pores.” 

VEW: “It loosens impurities without stretching the 
pore-openings.” 


OLD: “Rare oils.” 
VEW: “Purest oils.” 


OLD: “Reproducing as closely as science can, the 
natural oils which keep your skin soft, fresh and 
young.” 

NEW: “Containing ingredients similar to the nat- 
ural secretions of the skin.” 


OLD: “It is a new defense against sagging chin 
and jaw lines.” 

NEW: “It is designed particularly for the woman 
whose facial problem is complicated by heaviness at 
the jaw lines or by relaxed facial and neck muscles.” 


OLD: “Corrective treatments.” 
NEW: “Special treatments.” 


OLD: “lf you will give your skin this treatment 
three times each week, you will look your best 
always.” 

NEW: “Give your skin this treatment three times 
each week or whenever you need it.” 

OLD: “Permanent” (for lipstick). 

VEW: “Lasting.” 


OLD: “Muscle Oil.” 
VEW: “Throat and Neck Oil.” 


(space prevents listing a number of other changes) 








How Ylang Ylang is Cultivated 


Varieties of ylang ylang — How and where it 


is grown and harvested — Facts that should 


be known by all who use ylang ylang oil 


by DR. ERNEST GUENTHER 


Chief Research Chemist, Fritzsche Brothers, Inc., New York, N. Y. 


YLANG YLANG, “the flower of flowers,” is a native 
of the Asiatic tropics and is greatly esteemed by the 
natives for its powerful fragrance. The tree (Cananga 
odorata Hook. f. et Thomson) grows best in humid, hot 
regions. Originally ylang ylang was cultivated exten- 
sively in the Philippines and considerable quantities of 
oil were distilled and exported from these islands. More 
than fifty years ago, the ylang ylang tree was introduced 
from the Far East into Réunion Island but regular in- 
dustrial production of the oil did not begin much 
before 1892 and remained rather limited. 


‘ 
ORIGIN OF NOSSI-BE CULTIVATION 


A few years later the first plantings were undertaken 
in Nossi-Bé by the venerable Pére Raimbault who origi- 
nated the famous brand of “Péres Missionaires.” Due 
to the intelligent and constructive work of Pére Raim- 
bault, Nossi-Bé’s new industry prospered and the high 
prices of the oil at that time greatly encouraged further 
cultivation of ylang ylang. While production of this 
oil on Réunion Island remained comparatively small 
and was carried out only in a few distilleries of quite 
modern construction, it soon spread from Nossi-Bé to 
adjacent parts of Madagascar proper and particularly 
to the Comoro Islands. Nossi-Bé, however, remained 
its principal producer, for on this island, as well as in 
the Comoros, many small “colons” took up distillation. 

Réunion Island reached the peak of ylang ylang pro- 
duction right after the World War, especially from 1920 
to 1928, when a few large steam distilleries produced 
considerable quantities of oil. Nowadays Réunion 
Island produces not more than about 1,000 kilos of oil, 
but of very fine quality; the Comoro Islands approxi- 
mately 12 tons yearly, of not always quite as fine a 
quality; whereas Nossi-Bé produces the bulk of good 
quality ylang ylang oil, totaling about 20 tons. 

(Note: The 1937 export figures for oil of ylang ylang 
from Madagascar and the Comoro Islands, as given the 
writer recently by a reliable and usually well informed 
source, total in round figures 36,000 kilos of all grades. 
Of this amount 22.000 kilos were exported from Nossi-Bé 
alone. The 36,000 kilo total applies to all grades of 
oil of ylang ylang, i.e., premiére, deuxiéme and troisiéme. 
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Of this amount about 20,000 kilos were of the troisiéme 
quality.) 

Today there are two steam distillation plants on Ré- 
union Island, three large ones in Nossi-Bé and adjacent 
Madagascar and about ten steam distillation plants in 
the Comoros, especially the Island of Anjouan. These 
figures, of course, do not include the numerous small 
open fire stills. 


PLANTING AND CULTIVATING OF YLANG YLANG 


All ylang ylang flower material originates from plan- 
tations; there are practically no wild trees from which 
flowers are gathered. During March the seeds are planted 
in nurseries. The following June and July the young 
plants are placed in small pots made of sections of 
bamboo or banana trees. They are cared for in this 
manner until the beginning of the rainy season in Janu- 
ary when they are transplanted into open fields which 
have been prepared in advance for this purpose. Holes 
are dug 6 meters apart, in rows 6 meters distant, and the 
soil is enriched by stable manure. The ground must be 
weeded in order not to hinder development of the plants. 

At the beginning of the third year the young trees are 
topped and, to facilitate picking of the flowers, the 
branches are bent toward the ground. About that time 
the first flowers are gathered but the harvest is still a 
small one. The fourth year produces a normal crop. 


YIELD OF FLOWERS PER YEAR AND TREE 

This varies according to location of the plantation and 
depends upon soil, climate, altitude, age of the planta- 
tion and rainfall. Ten kilos of flowers annually may be 
considered average for one tree, 5 kilos being the lower 
and 20 kilos the upper limit. 

The tree suffers very little from parasites or pests 
and is not susceptible to disease. A plantation lasts 
twenty-five years or more; even fifty years need not be 
considered abnormal. 


YLANG YLANG VARIETIES 
For practical purposes the planters differentiate be- 
tween two varieties of ylang ylang trees. 


The American Perfumer 











[Pére Raimbault, founder of ylang ylang industry. 


1.) The “true ylang ylang tree” or, as it is called by 
the planters in patois, “la bonne.” 

2.) A variety easily recognized by its larger leaves 
and flowers. Such a leaf, when crushed in the hand 
does not immediately yield the fine note of true ylang 
ylang but on first impression gives a rather quickly 
fading scent of pepper. These flowers yield less oil and 
of lower specific gravity. 

Consequently this variety is being replaced more and 
more by true ylang ylang. 


HARVEST OF YLANG YLANG FLOWERS 


The harvest lasts practically all year around and 
hardly a day passes during which the large distilleries 
are idle for want of flower material. However, three 
main periods may be specified: 

1.) During the heavy rainy season (from January to 
March) less flowers are produced. At that time they 
are heavy with moisture (water) and weigh more than 
during the dry period. Therefore, the yield of oil per 
hundred kilos of flowers is less. 

2.) The richest harvest takes place from April to 
the end of June, right after the heavy rains. 

3.) A moderate harvest is obtained during the dry 
season from the end of September to November. This 
period is the spring season of these tropical countries 
and the flowers, because they are drier, contain much 
oil. The specific gravity of the oil, too, is higher than 
during the rainy season. 

These dates are by no means fixed and fluctuate ac- 
cording to arrival of the annual rains. 


PICKING OF YLANG YLANG FLOWERS 


Since the flowers must be collected as early in the 
morning as possible, harvesting starts almost at sunrise 
and is finished before nine or ten a.m. It seems that 
ylang ylang flowers contain more essential oil during the 
night and toward early morning, when the whole coun- 
tryside is permeated with their fragrance. Then, more 
than at any other hour, does the perfume of ylang ylang 
resemble that of jasmine. Of course, for practical rea- 
sons harvesting at night is impossible. 

The flowers are picked by women and girls. In Nossi- 
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A group of ylang ylang flower gatherers—Nossi-Bé. 


Harvesting of the ylang ylang flowers—Nossi-Bé. 












Bé they earn at present 20 centimes per kilo, on Réunion 
Island 25 centimes. The blossoms must be gathered with 
care; only the fully developed yellow flowers should be 
picked because green or yellow-green flowers contain less 
oil and the oil is of lower specific gravity. The perfume 
of these undeveloped flowers has a “green” note, lacking 
most of the delicate, rich constituents (esters, ethers) 
for which the fully blooming flowers are so highly 
esteemed. Oil distilled from the former has a dull, flat 
perfume and a different color. 

Furthermore, care must be exercised when picking the 
flowers not to crush them, for then they not only fer- 
ment easily, turn black and develop a disagreeable per- 
fume, but also cause fermentation of good flower material 
in the same basket. This point becomes particularly 
important during the rainy season when the flowers are 
usually wet. 


ALL INCOMING LOTS OF FLOWERS CHECKED 


Since the harvesters are paid by weight of flowers. 
they are tempted to pick rapidly and to collect green 
ones along with the fully developed yellow flowers. 
Careful distillers, therefore, check every incoming lot 
of material; if they find crushed or green flowers in a 
basket, they insist on the woman emptying it and select- 
ing only yellow flowers, for which alone is she paid. If 
this procedure is strictly followed, the harvesters soon 
learn to be careful and the quality of oil benefits ac- 
cordingly. The green and yellow colors cannot always 
be clearly distinguished but a simple test eliminates any 
doubt. The fully developed flowers show at their inner 
base two small reddish spots caused probably by the 
development of traces of indol. 

Often not enough care is exercised in selecting the 
flower material, especially by the many small planters 
(white and colored) who constitute the bulk of distillers. 
Only a few of the more careful small producers and 
the majority, but not all, of the larger distillers exercise 
sufficient care in this respect. This is one of the many 
reasons why the oils of the larger producers are gener- 
ally, but not always, of superior quality. 

The collected flower material must be distilled imme- 
diately upon arrival at the factory, otherwise the flowers. 
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Aylang ylang tree in the flowering season—Nossi-Bé. 


Picking and sorting ylang ylang flowers—Nossi-Bé. 











especially if left in the baskets, start to ferment.. The 
surest sign of fermentation is the development of heat 
in the flower material. Upon arrival of the flowers, care- 
ful distillers spread them on the floor and as soon as 
possible charge them into the stills. Here, too, the 
larger distillers with sufficient still space have the advan- 
tage over the small producers. 


DISTILLATION OF OIL OF YLANG YLANG 


A long chapter could be written on this rather com- 
plicated subject. In the following survey only the main 
features shall be touched upon. It should be borne in 
mind that distillation of ylang ylang oil is actually a 
fractionation by steam without any fixed rules or stand- 
ards. Each distiller follows his own method and “cuts” 
according to his established commercial brand or to 
the prescribed demands of his customers. Some dis- 
tillers fractionate according to specific gravity; others, 
in fact the majority, according to time. There is a 
certain relationship between the specific gravity of oil 
of ylang ylang and length of distillation. The first frac- 
tions have the highest specific gravity which gradually 
decreases as distillation proceeds. One could also dis- 
still according to ester content, which is highest in the 
first fractions and decreases toward the end of distilla- 
tion. Ester determination, however, is more complicated 
than the simple measuring of specific gravity and, there- 
fore, the former is not used in practical distillation. The 
simplest, although not the most exact method, is frac- 
tionation according to time. It is generally applied by 
most of the larger and nearly all the smaller distilleries. 

Two main types are employed for the distillation of 
ylang ylang: 

1.) Small direct fire stills in which the bulk of ylang 
ylang oil is produced. 

2.) Modern steam stills as used in the larger dis- 
tilleries. 


OPEN FIRE DISTILLATION IN SMALL STILLS 


One finds these stills singly, in pairs, or assembled 
in batteries in larger distilleries throughout the produc- 
ing regions. They are usually of the “Deroy” type, about 
500 liters capacity, some smaller and some larger. The 
best stills for the work are those of equal diameter and 
height, or even of greater width than height as generally 
used for “water and steam distillation” of essential oils. 
The gooseneck is rather high, resembling a column. 
This arrangement gives sharper separation of the vari- 
ous oil fractions and facilitates automatic return of dis- 
tillation water into the still proper (cohobation). 

Modern stills and condensers are frequently of alu- 
minum because they produce oil of lighter color. Those 
stills of more advanced construction are equipped with 
a false bottom above which the flower material is 
charged. Stills of more primitive type used by small 
distillers—the Natives. Indians and Chinese—often con- 
tain no false bottoms. 

The fire beneath the still is kindled with wood ob- 
tained by the planters mostly from their own property. 
Frequently it is wood from mangrove trees (“pale- 
tuvier”) growing in marshes along the seacoast, partly 
submerged during high tide and dry during low. Nossi- 
Bé and the coast of adjacent Madagascar are thickly 
covered with mangrove forests. However, this type of 
wood has a high content of tannic matter; in fact, it is 
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exported and extracted for tannin. It is claimed that 
employment of this wood for direct fire distillation of 
ylang ylang imparts to the oil a somewhat “burnt” 
note and dark color. There may be some truth in this 
belief because this “burnt” note is often recognized 
even in food if mangrove wood is used for kitchen fires. 


METHOD OF DISTILLATION IN OPEN FIRE STILLS 


According to practical experience, for efficient dis- 
tillation a charge of flowers should be about one-tenth 
the still content. For instance, a still of 500 liters 
capacity should be charged with about 50 kilos of 
flowers. 

The still is filled with water up to about two-thirds its 
capacity and the flowers are charged into the still above 
the false bottom. This rather large quantity of water 
prevents contact of the flowers with the flames around 
the outer still walls. The flowers float and move freely 
in the boiling water. Where the water supply is scarce, 
as on some of the Comoro Islands, the direct fire stills 
are opened several times during distillation and the 
contents stirred to prevent “burning.” Of course, this 
is neither a very efficient nor desirable procedure. 

Experienced and careful distillers point out that a 
higher quality of oil, especially a higher percentage of 
“extra” and “premiére” (“first”) fractions, may be ob- 
tained if the water in the still is first brought almost 
to boiling point and then the flowers charged into the 
still. In this way distillation starts quicker, which is very 
important. If the flowers are put into cold water, it 
requires some time before distillation begins. Mean- 
while, the flowers deteriorate and start to ferment, and 
the prolonged action of the slowly heating water causes 
saponification and a lower ester content of the oil. 

While the esters of ylang ylang oil (benzyl acetate. 
methyl benzoate, benzyl benzoate, etc.) are generally 
more stable than, for instance, the esters of lavender oil 
(linalyl acetate), some saponification takes place even 
in ylang ylang oil. Furthermore, it seems that the action 
of the hot water causes splitting of those little known 
and rather complex compounds which, by decomposition. 
seem to give the higher boiling “troisiéme” (“third”) 
fractions. The final result of putting the flowers in cold 
water and heating to boiling point is the predominance 
of a larger ratio of “deuxiéme” (“second”) and “troi- 
siéme” (“third”) and a lower ratio of “extra” and 
“premiére” (“first”) qualities. In fact, some distillers 
seem to be unable to obtain any “extra” quality, probably 
because they do not follow the above rule. Other rea- 
sons are the use of too-green or somewhat fermented 
flower material, or because the stills (especially the 
condensers) have not been properly cleaned out before 
each new batch. 


DISTILLATION SHOULD PROCEED QUICKLY 


Distillation should proceed quickly, yet smoothly and 
regularly. The fire must be continuously watched and 
“coups de feu” (boiling over) guarded against. An even 
flow of distillate is of fundamental importance and only 
in this way can uniform fractionation be obtained. We 
have pointed out that most, especially the smaller distil- 
lers, “cut” their fractions according to time but evi- 
dently this is impossible if the distillate does not run 
uniformly and varies in intensity of flow. Many sins 
against these rules are being com- [Continued on page 74] 
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MEETING SUSPICION WITH CANDOR 
A SIGNIFICANT, an interesting, and a useful service is 
being rendered to the cosmetic, drug and allied industries 
by the Drug, Chemical and Allied Trades Section of the 
New York Board of Trade. In a practical way, it is 
taking steps to combat the many unwarranted attacks on 
the industry. 

To do this, it is developing statistics on such things 
as capital, investment, taxes paid, people employed, con- 
sistency of employment, high rate of wages and other 
information such as new products developed, improve- 
ments in existing products as to potency, purity and 
lower costs. In addition, any facts that will give a better 
appreciation of the amount of effort and money being 
expended to serve the public better, to maintain employ- 
ment, to create new jobs, and to improve the general 
standard of living are being assembled. 

It is idle to deny that many of the attacks have been 
sincere. The trouble has been that most of them were 
founded on erroneous or incomplete facts. The conflict- 
ing appraisals of identical products by the various 
pseudo-scientific consumer groups is apt evidence of 
this. Now relevant facts will be made available. From 
them the public logically may reason that an industry 
which last year spent $33,000,000 for research; that spent 
$8,000,000 and employed 5,384 men to make old prod- 
ucts better and more useful; and that spent $25,000,000 
and employed 19,235 men to develop new products to 
serve the public more fully, is not only substantial but 
also is directed by able, responsible men. Suspicion is 
always best answered by frankness and candor. 


MEETING LABELING REQUIREMENTS 
MUCH OF the apprehension voiced in the trade over the 
labeling requirements of the Federal Food, Drug and 
Cosmetic Act is not well founded. The labeling provision 


does not go into effect until June 25, 1939—almost ten 





months hence. Despite this a large number of companies 
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have already anticipated the law by revamping their 
labels to comply with it now. In furtherance of this 
movement, the Board of Standards of the Toilet Goods 
Association has studied many labels submitted to it, 
suggesting changes where needed and giving its approval 
where, in its opinion, it was justified. This important 
preliminary work has developed some significant con- 
clusions which are given elsewhere in this issue and 
which may well serve as a guide as to what names may 
be used and what claims about any particular product 
may properly be made. Marking provisions for cosmetics 
under the federal law and also under the laws of such 
states as have them, are briefly summarized in another 
article in this issue. A perusal of both articles should 
be of help in preparing labels which will satisfy the 
requirements of all laws. It is advisable to conform 
as well as possible to any reasonable requirement of any 
new law. If this is done trouble is not likely to follow. 


SOAP NOT IN COPELAND LAW 


SOAP DOES NOT come under the Federal Food, Drug 
and Cosmetic Act unless medicinal or therapeutic claims 
are made for it. The reason given is that soap is difficult 
to class as a cosmetic because 65% of all soap is used 
in laundry work and in industry; and less than 35% is 
used on the human body. Further, the universally ap- 
plied soap manufacturing process removes all impurities: 
so that all soap for human use is sanitary. 
Nevertheless, the work of the soap interests, while the 
Food and Drug amendment was under consideration, was 
a factor in freeing the industry from regulation. The 
soap industry was respected for its organization, its 
vigilant watch and well considered opposition to all 
legislation that might restrict the manufacture and mer- 
chandising of soap. Eventually, however, it is expected 
that soap will be included in the jurisdiction of the 
planned cosmetic division of the Food and Drug admin- 
istration according to advices from Washington. 
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1... COTY: Familiar Parisian landmarks 
appear in pastel tints against a twilight 

y on the new “Paris” packages. Over 
the French blue background, lights are 
scattered to give a sparkling effect. The 
Great Seal of Paris in red, blue, and gold 
appears prominently on every package. All 
bottle caps are French blue. 


2.. POTTER & MOORE: This English 
firm presents its line of gentlemen’s toilet- 
ries to the American trade in specially de- 
signed packages. The line includes shav- 
ing soap, after shaving lotion, talc, hair 
dressing, and brilliantine. The color scheme 
of the packages is black and gold. The 
labels are printed in gold and white against 
the black background. The shaving bowl 
is black plastic, as are the caps on the lo- 
tion and hair dressing bottles. A_ gold 
metal screw cap is used on the brilliantine. 


/ 
3..VOLUPTE: Feathered hats in the 
Louis XIV trend now so popular served as 
inspiration for one of the new Volupté 
vanities which swirls with ostrich plumes. 
Others in their new series of square, wafer- 
slim compacts also follow fall fashion 
trends. One rococo compact is set with 


stones to match jewel studs on gowns. An- 
other for sport, has pine cones and needles. 








4..CHARLES OF THE RITZ: Two 
companion pieces for the hands are offered 
by this firm. One is Velvet Glove Hand 
Lotion, a new white lotion with a fresh 
flower odor recommended for daytime use 
after each hand washing. The other is 
Velvet Glove Hand Cream, a lubricating 
cream for overnight treatment. The lotion 
gives a shimmering white velvety appear- 
ance in its fluted bottle capped in white 
plastic. The opal jar of hand cream has 
a nickel plated cover. The label on the 
bottle is silver foil printed in black and 
the one on the hand cream is gray printed 
in red. 


5B .. RUBINSTEIN: A full sized lipstick 
serves as a clasp on the latest Rubinstein 
compact, the Water Lily Triple Lipstick 
Vanity. It is a slim golden rectangle with 
a classic scroll design embossed on _ its 
cover. The cylindrical lipstick is in match- 
ing design. Inside, a cover-sized mirror 
separates the rouge compartment from the 
loose powder well. The lipstick shades are 
red geranium, red raspberry and red straw- 
berry with matching rouges. 


6G. . DAGGETT & RAMSDELL: The five 
products which this firm considers essential 
for the care of the skin are offered in the 


PAChAGES 


new beauty kit, “The Perfect Five”. They 
are: cleansing cream, tissue cream, founda- 
tion cream, skin tonic, and hand lotion. 
The kit comes in an attractive cream and 
chocolate colored box and makes a com- 
pact package. 


7 ..BARBARA GOULD: This company 
offers its Plastic cream for the skin in a 
new size. The beige-colored opal jar is 
molded in the fashion of a graceful Gre- 
cian urn. Red trimming on the beige 
metal screw cap adds to its effectiveness. 
The carton is beige, also trimmed with 
red to match the jar. The labels are beige- 
colored, trimmed and printed in red. 


8... D°’ORSAY: Unusual and dramatic is 
this firm’s presentation of its new, deli- 
cately spiced perfume, Belle de Jour. The 
bottle is alabaster white. The stopper 
takes the form of a woman’s hand grasp- 
A black and pink ribbon 
affords an effective contrast to the dead 
whiteness of the bottle. This is further 
enhanced by a shiny black oval box cut 
out at the top to reveal and frame the 
hand and bouquet. 


ing a bouquet. 


@.. CAMILLE, INC.: 


This concern pre- 


sents its new cream mascara in a con- 






venient purse vanity. The tube of cream 
mascara and the brush are packed in a 
neat plastic case, dusty pink and ebony in 
color. The case occupies very little space 
and will prevent purse spoilage from leak- 
ing mascara tubes. 


10 .. PINAUD: A fine-looking, yet use- 
ful Gentleman’s Travel Toiletries Kit is 
now offered by this house. The case is of 
soft cowhide leather, lined with canary yel- 
low and brown striped silk oilskin, zippered 
the length of the kit and belted with a 
wide leather belt. It contains Pinaud’s 
Lilac vegetal, Lilac tale, and Lilac shaving 
cream. 


Il .. HOUBIGANT: A new conception 
of perfuming is proffered by this firm in 
its offering of the most popular Houbigant 
scents in the form of Eau Floral Concen- 
trée. The company recommends this form 
of fragrance as an “underthing”—some- 
thing to be put on first, before dressing 
instead of after, so that the odor, warmed 
by the body, will diffuse slowly and more 
lastingly through the clothing. The neatly 
faceted bottle with a cream-colored plastic 
cap is easy to handle. The peach-and- 
cream label with colored flower spray for 
Quelques Fleurs is printed in blue. 
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PEDICURE SET 


TALC MITT 


Pedicure Set with New Lotion: 
4 mentholated foot lotion for sooth- 
ing and cooling tired feet, a new 
LaCross product. is included in this 
firm’s first complete pedicure set. 
Lido. In addition. the set contains 
cuticle and nail oil, nail polish and 
remover, and cuticle remover. It 
opens top and front for easy access 
\ pocket holding ten 
cotton rolls for polish application 


to contents. 


sits in the top. Grooming items are 
fastened on the drop front. The 
package is in natural with a brown 
strap handle—a neat. compact travel- 
ing case. 


Tale Mitt: A new and _ original 
method of dispensing talcum powder 
so that it will not spill on the bath- 
room floor is introduced by Prince 
Matchabelli. The Talc Mitt, made of 
terry cloth and lined with rubber. 
slips over the hand and, as it is pat- 
ted on the skin. out flows the pow- 
der. There is as much powder inside 
the mitt as is contained in an ordinary 
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New TOILET GOODS eview 





MASSAGE APPLICATOR 





ATOMIZER FOR BRILLIANTINE 


round bath tin. It is especially rec- 


ommended for traveling because of 


convenient size and the fact that it 
will not spill over clothing. The 
powder itself has a fragrant lavender 
scent that is most pleasing. 


Special Massage Applicator: To 
make home scalp treatment easier and 
more scientific, the Herpicide Co. 
has devised a special massage ap- 
plicator. It is a round stiff rubber 
bristled brush designed to conform 
with the shape of the human head. 
\ large round grip of black mold- 
ed Bakelite is fastened firmly to the 
rubber brush. Instructions which ac- 
company the applicator explain its 
use with Herpicide hair dressing for 
scalp treatment. 


Brilliantine with Atomizer: Yard- 
ley now offers a bottle of liquid bril- 
liantine with an atomizer. Spraying 
the brilliantine, they maintain, dis- 
tributes it more quickly and evenly. 
The bottle is rather square and 


chunky and not likely to tip over. 
The cap is gold metal and the print- 
ed labed depicts the familiar laven- 
der sellers. The item comes in an at- 
tractive gift box. 


Deodorant After Shaving: Odorno 
recommends its new cream de- 
odorant as a pleasant after-shaving 
cream. It is, they state, a combina- 
tion of a cream and astringent which 
will soothe the skin as well as check 
perspiration. 


Perfume to Dissipate Tobacco 
Scent: Parfums Weil has just dis- 
covered that one of its fragrance. 
Bamboo, actually absorbs cigarette 
scent and substitutes its own slightly 
woodsy scent. This verfume. which 
comes in a striking package simu- 
lating a bamboo pagoda, is particu- 
larly recommended by its makers to 
complement fall woolens. A lipstick. 
shaped like a bamboo rod topped by 
a red coolie cap. is offered in a 
matching scent. 
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UNDER the Federal Food, Drug and Cosmetic Act 
which goes into effect June 25, 1939, any cosmetic 
in package form will be deemed misbranded unless it 
bears a label containing: 

(1) The name and place of business of the manufac- 
turer, packer or distributor; and 

(2) An accurate statement of the quantity of the con- 
tents in terms of weight, measure or numerical count. 

Reasonable variations are permitted. Exemptions as 
to small packages are to be established by regulations 
prescribed by the Secretary of the Treasury. 

At present 15 states have marking requirements ac- 
cording to data compiled by the Toilet Goods Associa- 
tion. Briefly these requirements are as follows: 





HOW TO MARK COSMETICS 


NAME OF 
MANUFAC- 
STATE TURER 


MARKING 
REQUIREMENTS 


EXEMPTION 





NORTH = 
DAKOTA 


Statement of weight, 
measure or count. 
Quantitative Formula. 


OHIO Must be labeled The net contents in 


with name of weight or measure on 
product and _ label. 
name and.  ad- 


'/y avoirdupois 
ounce or | 
fluid ounce or 
less. When 
packages not 
required'to be 
marked in 
terms of 
weight or 
measure and 
when units are 
6 or less it is 
exempt from 
marking in 
terms of nu- 
merical count. 
Small pack- 
ages contain- 
ing one-half 
ounce, or less 


dress of manu- 
facturer, jobber 
or packer. 


a 2 a me ae 
dupois, 
one ounce or 
less by fluid 
measurement, 
six or less ar- 
ticles by nu- 
merical 
count, not re- 
quired to 


NAME OF 
MANUFAC- MARKING 
STATE TURER REQUIREMENTS EXEMPTION 
CALI- Net contents in weight Act does not 
FORNIA (avoirdupois) or liq- apply to sale 
uid measure (U. S. of a commod- 
gal. or 231 cu. in.) ity in any 
Solids in terms of container of a 
weight except where net weight of 
there exists a trade 2 ounces or 
custom when designa- less or of a 
tion shall be in terms measure of 2 
of weight or measure. fluid ounces. 
FLORIDA Where a_ pack- Net contents in weight 


age bears name or measure. 
upon label of re- 
tail house spon- 
soring the mer- 
chandise, name 
of actual manu- 
facturer must 
also appear. 
Otherwise name 
of manufacturer 
is not obligatory. 





PENNSYL- — 


Net contents in weight 
VANIA 


or measure, 


SOUTH —_— Net contents in weight 

CAROLINA or measure, weight, 
avoirdupois; pounds 
and ounces liquid 
measure. 


VIRGINIA —_ 


Net contents in weight 
or measure. 


bear a state- 
ment on their 
labels of net 
contents. 


3 ounces or 
less by weight 
| ounce or 
less liquid. 


Contents of 
container 2 
ounces or less 
or2 fluid ounc- 
es or less. 


Exemptions as 
to small pack- 
ages shall be 


ILLINOIS Net contents in weight 

or measure. 

INDIANA — Net contents in weight 

or measure. 

MONTANA — Nat contents in weight 

or measure. 

NEVADA —_— Net contents in weight 

or measure. 

NEW — Net weight or meas- Exemptions as 
HAMP- ure. to small pack- 
SHIRE ages shall be 

established by 
the commis- 
sioner. 

NEW Name and ad- Net contents in weight Liquids, when 
YORK dress of manu- or measure. No quali- contents is 2 

facturer required. fying words such as fluid ounces 
“minimum,” ‘'aver- or less or 
age,’ over or be- when the 
tween certain limits weight of the 
permitted. Soap may contents is 3 
be sold by numerical a v oi r - 
count. dupois ounc- 
es or less. 

NORTH a Net contents in weight '/ oz. by 

CAROLINA or measure. weight 

Yo on by 
measure. 





ee £0» 
lished by, rules 
and requla- 
tions made by 
superin- 
tendent of 
weights and 
measures. 


WEST — 
VIRGINIA 


Net contents in weight Exemptions as 
or measure. to small pack- 
ages shall be 
established by 
rules and req- 
ulations made 
by the Com- 
missioner of 
Weights 
and Measures. 


* The regulations as to commodities sold in bottles or 
jars are as follows: 


“Commodities in glass bottles shall [Continued on page 74] 
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ft pure product lelally fece 


1 
from (Tcl and foreign malecials 


RON never gets near this superior 
Terpineol. It is manufactured in iron- 
free apparatus...aged from three to six 
months...shipped in aluminum contain- 
ers. Du Pont Terpineol S.P. does not 
develop disagreeable odors, for it is ab- 
solutely free from oxidation catalysts. 
Du Pont Terpineol S. P. is made by a 
solvent process fully protected by U.S. 
Pat. No. 2,088,030. This process gives 
a product of unequalled purity and uni- 
formity. The price is 35e per pound. 
Samples and additional information 
will be sent on request. Write to E. I. 
du Pont de Nemours & Co., Inc., Fine 
Chemicals Division, Wilmington, Del. 
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by MAISON G. DE NAVARRE 


Sorbitol A couple of months ago 
this column mentioned a new crys- 
talline sorbitol with which solutions 
could be made to replace glycerine. 
lt was inadvertently implied that 
such solutions were the same or 
equivalent to the liquid sorbitol mix- 
tures now being sold on the market 
as glycerine substitutes. There is 
no similarity in the two products 
Once crystallized, sorbitol solutions 
made from crystalline material will 
always crystallize out on drying out. 
The technical solutions now on sale 
are mixtures of sugar alcohols main- 
ly sorbitol, and these do not dry out. 
In fact, they are the best humectants 
to date. They lose water more slow- 
ly. and draw less moisture from the 
air, than does glycerine. They have 
a softening effect that cannot be ob- 
tained from solutions of the crystal- 
line material. 


Fungicidal The fungicidal value of 
a long list of both organic and in- 
organic materials against mold has 
recently been published. Manufac- 
turers of liners for bottle and jar 
closures would do well to investigate 
this list. So much mold contamina- 
tion in cosmetic preparations comes 
from the mold present in liners, that 
it would not be unusual at all if 
cosmetic houses required their clo- 
sures to be free from mold contami- 
nation common to paper liners in use 
to-day. It would certainly be a step 
forward providing, of course. that 
cosmetic houses could test the liner 
for contamination. 


New Filter Paper A large filter pa- 
per manufacturer has just announced 
a new and outstanding filtering paper 
similar to shark skin. An area of 
one square foot passes almost 14 
gallons of water per minute at a 
pressure of 10 pounds per square 
paper bursts at a 
hydraulic pressure of one pound per 
square inch. but the new product 
can withstand almost 30 pounds per 
square inch. The paper retains the 


inch. Ordinary 


fine colloidal barium sulphate _pre- 
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cipitates, thus making it a “tight” 
but rapid filter. Concentrated nitric 
and hydrochloric acids do not affect 
it for all practical purposes, and 25 
per cent sulphuric acid is practi- 
cally non-active on it. When 25 per 
cent caustic soda solutions are used, 
there is no loss in strength of the 
paper. It is calculated that this fil- 
tering paper has a resistance to acids 
and alkalies of 70,000 times that of 
usual filter paper. It is available 
in all sizes, for pressure or gravity 
filtration, and is unquestionably one 
of the greatest developments in this 
field in recent years. Sheets 40 inches 
by 40 inches cost less than ten dol- 
lars per ream of 500 sheets. That is 
a value. 


Myristic Acid 953% Up until now. 
myristic acid purchased on the mar- 
ket was of a technical quality, run- 
ning over 70 per cent myristic acid 
upward. A new product is now avail- 
able that is guaranteed to run at 
least 95 per cent. It is pure white 
in color. odorless. and reasonably 
priced. 

Good Antiseptic Can you imagine 
an antiseptic that has. a bactericidal 
power of over 91,000 times that of 
carbolic acid, over 3,000 times that 
of mercurochrome, almost thirteen 
hundred times that of bichloride of 
mercury and over 22,000 times that 
of tincture of iodine, when tested 
against a variety of organisms both 
spore formers and non-spore form- 
ers? Isn’t it a beauty? In the con- 
centrations used, the material is non- 
irritating. It is odorless and color- 
less. Has no effect on cream or per- 
fume. Doesn’t deteriorate. Excellent 
in cosmetic creams and _ lotions. 
What an antiseptic! One pound of 
antiseptic makes 25,000 pounds of 
finished cosmetics. What a product, 
hoy-ol’-boy. 


Package Weight In the past few 
weeks we have weighed a variety of 
brands of tooth powders and noted 
certain other properties. Noteworthy 
was the variation in weights from can 
to can in certain brands. Coinciden- 


tal. too. was the fact that if the dime 
cans weighed within a few per cent 
of each other, then the corresponding 
larger sizes weighed equally as ac- 
curately. 
know, amount of contents must be 
stated on the label within reasonable 
variations. 


Under the new law, you 


Liquid Lipstick With one company 
making a grand gesture with their 
liquid lipstick, the field again opens 
up for every manufacturer, especially 
the little fellow. Proper choice of 
vehicle, colors and package, and you 
have it. Be especially sure to get a 
vehicle that will leave the lips look- 
ing shiny at the same time give good 
penetration to the colors so as to 
make them permanent. It shouldn't 
he greasy, smeary, or rub off. If 
it dries the lips, you can’t repeat your 
sale. So do be careful in your for- 
mulation, and you can have a useful 
product. 


Shampoo Clarifier The shampoo 
clarifier mentioned in these para- 
graphs a short time ago, is now avail- 
able in a 40 per cent solution. This 
concentrated solution does not con- 
tain the traces of iron found in the 
dry product. Besides clarifying soap 
shampoo, the material is a useful dis- 
persing agent in the preparation of 
emulsions. 


Solubilizer 
veloped an oil like substance that 
is used along with sun screens to 
make them easier to wash off when 
used in sun tan oils. From 3 to 5% 
is sufficient to make the oils wash 


One supplier has de- 


off quite easily. 


The Coming Creams Heavy wax 
emulsions, such as the cold creams 
that have been so popular, are dis- 
tinctly not the creams of to-morrow. 
Addition of lanolin to these old 
creams of the past made tissue creams 
out of them, and so on. Watch the 
future. Rich. oily looking but not 
too oily creams of a soft consisten- 
cy will replace the heavy waxy prod- 
ucts of to-day and yesterday. [ll 
betcha! 
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PRECIPITATED 
CALCIUM 
CARBONATE 


@ ‘Familiar Face 


Wherever precipitated chalk is required in Industry, you will 
see the familiar label of Snow Top on bags and barrels. 
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{ FOR DENTRIFICES Snow Top meets U. S. P. requirements ™~ gS A 
(ag and A. D. A. acceptances. Write for our booklet "Precipitated \ LO et 
t Chalk for American Industry.” se eX oA 
i 2 Se FOR PHARMACEUTICALS Snow Top is used in pill coating v a a é 
vy Ne and anti-acid tablets and many other applications in the field ; r Me 
4 Pi ae of medicine. ar 4 ‘ 
r ve FOR FACE POWDER. In recent years our research laboratory * SEE 


has carried out tests with Snow Top as a base in face pow- 
ders. Their conclusion indicate that when admixed with any 
face powder formula Snow Top gives superior covering power 
and adhesiveness over pigments now used. The use of Snow 
Top overcomes many of the face powder problems experienced 
in the past. Write for samples of our complete face powder 
in which Snow Top has been used as the base. 


w= 


In every other industry using precipitated chalk, Snow Top 
is a familiar and appreciated name—for there is none better. 
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Paper Company, 230 Park Ave., New York City 
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217. Antiseptic Lotion 

Q: The following is my formula used 
in making an antiseptic lotion. What 
can | do to give my lotion the yellow 
color found in other similar lotions 
on the market? Do you consider this 
a good formula and if diluted with 
as much as three parts of water will 
it still be an effective lotion? I use 
magnesium carbonate as filtering 
medium. Should I use plain filter 
paper instead? Also use pure grain 
alcohol, can another be used instead? 
—A. M., Maine. 

A: Your product may be antiseptic 
when used straight, but we question 
very much if it is when diluted. To 
be sure, have an antiseptic test made 
on it, straight and diluted. In place 
of grain alcohol you can use S.D.A. 
38-B, using the essential oils of your 
formula as denaturants. Certified 
Ponceau SX or Sunset Yellow will 
give you the color desired. Magnesium 
carbonate filtering agent reacts with 
the acids in your formula and you 
lose these more or less completely. 
Use tale or fullers earth instead. 


218. Scalp Oils 


Q: Could you send me three simple 
formulas for scalp oils to be used 
with a steamer, (1) for dry scalp, 
(2) for oily scalp and (3) for dan- 
druff.—L. H., Maine. 

A: Pages could be written on scalp 
preparations and yet only touch on 
the subject. So, we suggest you use 
corn oil as a simple useful base for 
all three. For dry scalp add nour- 
ishers like cholesterol and lecithin. 
For oily scalp use antiseptic and as- 
tringent ingredients. For dandruff 
use antiseptics of proven worth. An- 
tiseptics are chlorthymol, resorcinol 
and mono-acetate, oxyquinoline salts, 
special proprietaries. Astringents 
are mild organic acids, tannin, fat 
soluble zinc and aluminum salts. 
Amounts used will depend on your 
requirements and the efficiency your 
products must possess. You might 
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QUESTIONS AND ANSWERS 


also consult with your doctor, or 
some skin specialist to establish per- 
centages of ingredients which should 
be used. 


219. Finger Wave Lotion 


Q: We are particularly interested in 
making a finger wave lotion that will 
absolutely dry on the head in 15 
minutes. So far we have tried karaya, 
tragacanth, acacia and locust bean 
gums with indifferent success. We 
have heard that pectins are being 
used in fast drying wave sets. If you 
have any information on extremely 
fast drying wave sets, please let us 
have such information.—T. B., Texas. 
A: Scores of organizations have been 
doing research on just this kind of 
wave set, and to date none seem to 
have found it. We know of no com- 
mercial wave set containing pectin. 
About the best we can suggest is that 
you work with karaya or acacia gums 
in mucilage form, to which you have 
added alcohol to increase your rate 
of evaporation, or as you refer to it, 
cut the drying time. Sorry that we 
are so sketchy in helping you, but as 
you probably realize, the problem is 
very difficult, and yet to be solved. 


220. Liquid Wax Polish 

Q: We have been trying to make a 
liquid wax polish that will dry to a 
high gloss. There are several of 
these on the market, but we are 
darned if we can make a true water 
dispersion of carnuaba or beeswax 
that even resemble them. We get 
emulsions that are all wrong. They 
should dry to a bright shine. Your 
help will be appreciated—R. M., 
Penna. 

A: Making a liquid wax polish with 
carnuaba wax is no picnic. The 
emulsion must be homogenized for 
best results. You dare not make them 
too thick, as the wax particles clump, 
and prevent a nice gloss. Try the 
following formula: carnuaba wax 
12%. oleic acid 114%, triethanola- 


mine 2%, borax 1% and water to 
make 100%. Melt the carnuaba wax 
and oleic acid together and keep at 
about 95° C.; bring the triethanola- 
mine, water and borax to the same 
temperature. Add water mixture to 
the wax mixture a little at a time 
until emulsified. Pass through a 
homogenizer if possible. 


221. Cosmetic Formulas 


Q: We are informed that you furnish 
formulas for cosmetics, particularly 
for perfumes, lotions and _ soaps. 
Kindly let us have these formulas, 
and let us know if they are published 
in book form. The most important 
just now is formulas for perfume.— 


B. L., Canada. 

A: We cannot comply with your re- 
quest for a miscellaneous group of 
cosmetic formulas, even though we'd 
like to. However, these are obtain- 
able in book form, and the names of 
several good books have been sent 
you by letter. Others as well as those 
mentioned can be obtained from the 
Book Department of The American 
Perfumer, at different prices. 


222. Creams and Lotions 

Q: Will you please send me formu- 
las for each: cleansing lotion, face 
pack, cold cream, astringent, shaving 
cream brushless and lather, tissue 
cream, vanishing cream and after 
shaving lotion. I am going to manu- 
facture the products myself}, from the 
formulas you send me.—J. B., Conn. 
A: Is there anything else you'd like? 
Maybe we could sell the stuff too? 
You need a chemist or at least a cou- 
ple of books to help you. Better get 
either one. The American Perfumer 
is glad to help whenever it can, but 
it cannot set you up in business. It 
takes months of experimentation be- 
fore any product is perfected. To 
save you time, you might get in touch 
with any reputable consulting chem- 
ist who may have tested products on 
his shelf, ready for use. 


The American Perfumer 
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en prefer thick, rich lather, some like the “soapless 
shampoos,” but everybody agrees on one point—odor. 
A pleasing odor is a necessity to the sales-success of 
any modern shampoo. 

Givaudan produces aromatics that have helped 
manufacturers increase the sales appeal not only of 


shampoos, hair tonics, and similar products, but of 


virtually every type of cosmetics. And because purity, 
uniformity and high quality are of paramount impor- 
tance in cosmetic products, Givaudan materials are 
increasingly in demand. 

We will welcome the opportunity to work with you 
toward improving the popularity of your line. You will 


find our staff ready to give you full cooperation. 


DELAWANNA, INC. 


80 FIFTH AVENUE, NEW YORK, N. Y. 








CHOLE STEROL Now Available 


[rom el NA, ING. 


@ Users of that highly important cosmetic in- 
gredient, Cholesterol, are now assured of an 
exceptionally high quality product — backed 
by Givaudan’s experience and technical service. 
It is available in two grades: 
CHOLESTEROL C.P.and CHOLESTEROL 95%. 
Creams made with Cholesterol are free from 
the objectionable odor associated with the use 
of certain other raw materials; are more neu- 
tral, stable and emollient. It gives them greater 


You can use Cholesterol advantageously in 
any type of cosmetics where it is dissolved in 
the oil phase. As it favors water-in-oil emulsions 
it is excellent in lubricating and tissue creams 
in proportions of 1 or 2%. In hair lotions it can 
be used in proportions of .2 to .5%. 

Your request for further information will 
receive our prompt attention. 


G I VAU DA N DELAWANNA, 7 - 


80 FIFTH AVENUE, NEW YORK, 


BRANCHES: Philadelphia Los Angeles 
Baltimore Chicago San Francisco 


ease of application, a smoother feel—and leaves 
a thin film of remarkably protective action. 

It is slightly soluble in ethyl and isopropyl 
alcohols. More soluble in stearic acid, cocoa 
butter, beeswax, ceresin, spermaceti. Soluble 
in fatty oils, mineral oils and petrolatums. 


Cincinnati Detroit Dallas 
Seattle Montreal Havana 





NEW PRODUCTS AND PROCESSES 


Over and Under Scale 


A new “over and under” scale or pre- 


determined weight scale, designed by 
Harold Van 
nounced by the Toledo Scale Co., To- 
ledo, Ohio. 


The new scale weighs only 13 


Doren, has been an- 


pounds. Its weighing capacity is 5 
pounds. According to the manufac- 
turers, potential sources of friction in 
the indicator-assembly have been 
brought under control. There are no 
pin connections, cone pivots nor push 
rods, and the only points of move- 
ment are protected by ball bearings. 
The new scale is made to handle a 
wide range of weighing, packing. 
checking and testing operations where 
a modern, compact, predetermined 
weight scale is required. It is built 
to withstand hard usage and its. ac- 


New Pre-determined Weight Scale 


curacy, it is pointed out, is not af- 
fected by normal, out-of-level condi- 
tions. It is available in either center 
tower models or end tower models. 


New Floral Specialties 


Two new perfume specialties are 


announced by Fritzsche Brothers, 
Inc., New York City: Tillent or Lin- 
den Blossom and May Blossom. 

The first known as Fritzbro Syn- 
thetic Flower Oil Linden Blossom is 
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offered as a basic material for im- 
parting sweetness, persistence and 
roundness to floral compositions. By 
proper blending with washings and 
tinctures, it is stated, it may be used 
as a finished perfume; and in creams, 
lotions and powders it may be used 
without blending or fixation. 


New Foot Lift Truck 

A new hydraulic foot lift truck is 
offered by the Lewis Shepard Co., 
245 Walnut St., Watertown, Mass., 


Hydraulic Foot Lift Truck 


to provide maximum lift truck safety 
and hydraulic ease of operation. 
The lifting operation is accom- 
plished by means of a foot pedal 
which is always ready to lift. No 
head or side room is required. The 
power unit is of the enclosed inter- 
changeable type which is easily re- 
moved for service. 
arc-welded “4-Bar” 
Frame and “Turret-type” head are 
provided to make the foot lift truck 
“Dead-Man” 
variable 
speeds and provides shockless lower- 
ling, according to the makers, who 
point out that fragile loads may be 
carried with safety. Standard capaci- 
ties are up to 8,000 lbs. 


Exclusive 


rugged. The release 


control gives lowering 


Using Portable Mixers On Glass 
Lined Tanks 

The question is frequently raised 
as to whether a portable electric mix- 
er can be safely clamped on a glass 
lined tank or stone ware container. 
The Mixing Equipment Co., Roches- 
ter, N. Y., states: “The metal clamp 


should not come in direct contact 
with the tank. A block of wood or a 
crutch tip should be used on the 
clamp screw, while the inside of the 
tank should be protected by a piece 
of rubber or leather, cemented to the 
clamp or folded over the edge of the 
tank. When used in this way, the 
tank lining cannot be injured. 

Metal brackets attachable to one 
of the tank legs can be bought or 
made, if this method does not ap- 
peal to the user. 

Small crocks of 30 gallons and 
less should not be expected to carry 
a mixer. A separate support should 
be provided and the crocks moved to 
the mixer. Larger crocks, especially 
if made of chemical stone ware, will 
support the mixer without danger, 
the method of attachment being the 
same as for glass lined tanks.” 


Air Operated Mixer 

An air operated agitator known as 
the Pneumix, which the manufac- 
turers state is absolutely safe because 
it is spark 
proof, 
splash 
proof, and 
cannot heat, 
is offered by 
the Eclipse 
Air Brush Co., 
Inc., 390 Park 
Ave., Newark, 

N. J. 
According to 
the manufac- 
turer’sdescrip- 
tion, the shaft 
is steel, the 
propeller 
blade, 
and both are 
chromium 
plated as pro- 
y - iD tection oo 
New Agitator the possible 
action of what- 


brass; 


ever material is to be mixed. 

The air that operates the agitator 
is obtained from a compressing unit. 
From 5 to 50 pounds per square inch 
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are required to run this mixing de- 
vice, the amount of pressure regu- 
lating the speed at which the pro- 
peller blades revolve. Variable 
speeds from 30 to 6,000 R.P.M. may 
be had making it of especial utility 
where there is a change in the vis- 
cosity of the material during mixing. 
It is further pointed out that the 
mixer is simple in construction and 
quiet in operation. It is furnished in 
two sizes to meet varying require- 
Type B handles batches of 


material up to 100 gallons. 


ments. 


New Seitz Tank Furka 


Among the new Seitz filtering equip- 
ment, is the Seitz Tank Furka which 
features an original cylindrical fil- 
tering unit. This cylinder it is stated, 
provides a larger filter surface in a 
compact container and has the advan- 
tage of greater simplicity in opera- 
tion and handling than the square- 
frame type of alluvial filter. 

By employing the alluvial or pres- 
sure leaf system, the new Seitz Tank 





Complete Furka Set Up 


Furka assures a sharp filtration of 
liquids with any degree of viscosity 
or turbidity according to the Ameri- 
can Seitz Filter Corp., 480 Lexington 
Ave., New York. Thus is it pointed 
out because different grades of asbes- 
tos, filter aid, or charcoal may be 
used in any combination to meet the 
special requirements of a_ liquid. 
“The filtering medium sets instantly 
and has a long run of crystal-clear 
filtrate,” the makers state. “The ex- 
hausted filter layer,” they claim, “is 
easily peeled off the cylindrical frame 
as if it were one sheet. The new run 
always begins with fresh filtering 
material, which makes for cleanliness 
and safety.” 

The standard construction of the 
Seitz Tank Furka Filter includes a 
tank of nickel-lined steel; heavily- 
tinned bronze filter frames; monel 
screens; fittings, pipings and connec- 
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tions of tinned bronze. Any other 
metals may be specified. All models 
are offered either as a single filter 
unit, or as a complete set-up with 
filter, mixing tank, pump and motor, 
piped on a movable carriage. 


New Stoek Bottle 
A new stock design glass stoppered 
Eau de Cologne bottle, No. 388, of 





New Eau de Cologne Bottle 


6 oz. capacity has been announced 
by the Carr Lowrey Glass Co., Balti- 
more, Md. 

It has a solid glass foot, a feature 
formerly available only on the more 
expensive imported bottles. The bot- 
tle and the foot are molded in one 
piece and are hand blown. The scal- 
lop design is carried out in the stop- 
per and the space for the label. 


Bottles for Masculine Products 


A new line of toilet water bottles 
designed for masculine products has 
been introduced by the Hazel Atlas 


Glass Co., Wheeling, W. Va. The 





New Container for Masculine Products 








new bottles were designed to combine 
eye appeal with features which lend 
themselves readily to the require- 
ments of the packer for flexibility on 
the filling line. Thus straight sides 
and a low gravity center are designed 
to prevent upsets on the production 
machinery. 

The shape of the containers make 
possible the use of various sizes and 
shapes of labels. The general design 
of the bottle is compact and flat to 
fit into the traveling kit or bath cabi- 
net. Vertical ribbed sides are pro- 
vided to insure a safe, firm grip. For 
ordinary lotions the bottles are sup- 
plied with a regular finish; for con- 
centrated products a sprinkler finish 
is supplied. The bottle is offered in 
2, 3. 6, and 8 ounce sizes. 





NEW PUBLICATIONS 


The Wage and Hour Law known 
as the Fair Labor Standards Act of 
1938 which becomes operative Octo- 
ber 24 has been published in pam- 
phlet form by the Drug, Chemical 
and Allied Trades Section of the 
New York Board of Trade, 41 Park 
Row, New York City. A reading of 
the pamphlet enables an employer to 
determine whether or not the people 
he employs come under its require- 
ments. 


True Fruit Flavers are featured in 
the September wholesale price list 
of Florasynth Laboratories, Inc., 1513 
Olmstead Ave., New York City. The 
list contains 24 pages in which the 
numerous products of the company 
are included. Essential oils, aromatic 
chemicals, flavors, flowerols and 
other products are listed with latest 
prices. 


A Suplementary List of Cosmetics 
registered in Maine from March 1 to 
July 31 has been issued as a guide to 
buyers by the state. In addition to 
listing manufacturers, it also gives 
trade names. 


The Clark Clarity Tester which is 
designed to afford a quick means of 
determining brilliance, uniformity 
and clarity of liquids, the Marks 
Polarizer-Analyzer, a viscosity tester. 
and other apparatus handled by the 
Laboratory Equipment Co., 146 Laf- 
ayette St., New York, N. Y., is de- 
scribed and illustrated in an 8-page 
leaflet recently issued. 
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EDUCE SALES resistance 

and build repeat orders by 
packaging your products in 
tubes that give a maximum of 
consumer use-convenience and 
perform with perfect satisfac- 
tion until the last measure is 
squeezed out. Ask for samples 
today—compare prices. 


N.B.—And if in the market for 
METAL CAN SPOUTS for va- 
rious household products, we 
are headquarters. 


s 
MEMO 
Remember Drug, Chemical and Allied 


Trades Third Annual Fall Meeting— 
Skytop, Pa., October 21, 22, 1938. 


WHITE METAL MANUFACTURING CO. 


Chicago Office Detroit Office 


Charles A. Rindell, Inc. im oh 3) O K s i 2 i . AAV 4 J = ea S is ¥ PMP Eh Zar iola 


64 West Randolph St. 506 Donovan Bldg. 
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Natural Fruit Juices in Cosmetics, 
by H. S. Redgrove. Mfg. Perfumer. 
3, 1938. p. 205. The use of lemon 
orange, strawberry and other natural 
described. 
Three formulas are given. Borax 
type cold cream is not the ideal type 
vehicle for acid juice cosmetics. The 


juices in cosmetics is 


use of lemon juice along with ab- 


sorption base is patented in the 


United Staies. 


Rancidity Prevention, Chem. Age 
38, 263, 1938. Antioxidants are of 
three types namely, 1) acid, 2) hy- 
droquinone and 3) phenolic. Vege- 
table oils are protected by types | 
and 3. Distilled fatty acids by 2 and 
3. Any type 1 compound used to- 
gether with type 2 or 3 is more active 
in prolonging induction period. Pat- 
ented antioxidants are mentioned. 


Skin Cosmetics, by H. Janistyn. 
Der Parfumeur, 18, 1938, p. 344. A 
review of deodorant preparations. 
Forty-three formulas are given. Anti- 






TEGCHNIGAL ABSTRAGTS 


perspirant creams, powders and lo- 
tions are separately mentioned from 
deodorant liquids, creams and pow- 
ders. Among the formulas given are 
five for deodorant sticks. 


Isopropyl Alcohol as a Solvent for 
Free Acid Titration, by G. W. Agee, Oil 
& Soap, 15, 1938, p. 189. Isopropyl 
alcohol is suggested as a substitute 
for S.D.A. 30 as solvent in titrating 
free fatty acids in crude oils. This 
eliminates the necessity of special 
permits and bonds. Cottonseed oil is 
perfectly miscible in isopropyl alco- 
hol and hence titration is a simple 
matter. 


Skin Irritation, by Eng. ,Welwart, 
Riechstoffind. 13, 73, 1938;.The ease 
of dialysis through the outer skin 
rather than the degree of hydrolysis 
is considered the important factor in 
determining skin irritation. The ad- 
dition of wetting agents to soap in- 
creases dialysis and irritation. This 
procedure is not recommended. 





TECHNIGAL BOOK REVIEWS 


_}| PHARMACEUTICAL THERAPEUTICS, 
by Eldin V. Lynn. Published by Mc- 
Graw Hill Book Co., New York City. 
Price $4.00. 430 pages. 54% x 8 
inches. 1938. 


Dr. Lynn prepared his book from the 
point of view of the pharmacy stu- 
dent, since no combined pharma- 
cology and toxicology is available to 
them. 

Under each drug considered we 
find the physiological action, prin- 
ciples of its use in therapeutics, toxic 
effects, average minimum and max- 
imum dose. If the preparation is rec- 
ognized by either U.S.P., N.F., B.P., 
or the N.N.R., it is so marked. 

Chapter headings are: Substances 
of no remedial value; acting locally 

protective, irritant, on the cause of 
disease; alimentary tract, genito-urin- 
ary tract; respiratory tract; circula- 
tion; nervous system; specifics; meta- 
bolic and a listing of important poi- 
sons not used as drugs. 

The author admits the book con- 
tains nothing original, except a new 
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combination of pharmacology and 
toxicology of drugs as it might inter- 
est the student of pharmacy. Thus the 
author states, “Pine needle oils are 
employed for many 
which turpentine is put, chiefly by 
spray or inhalation in respiratory in- 
fections and orally as antiseptics 
carminatives or diuretics, sometimes 
as counter-irritants in rheumatism.” 
On page 77 is a list of vegetable 
astringents. On page 80 are found a 
group of zinc derivatives as astrin- 


purposes to 


gents, and so on. 

Everyone should have some kind 
of book on therapeutics in his library. 
The present volume gives you two 
books at the price of one. 


M. G. pvE N. 


[] THe Law or CHEMICAL PATENTS, 
second edition, by E. Thomas. D. Van 
Nostrand Co., New York City. 675 
pages. 6 x 9 inches. 1938. Price $9.00. 
Ten years have elapsed since the pub- 
lication of the first edition. Since 
that time, so many decisions, re- 





versals of dicta not to mention the 
problems of obtaining and maintain- 
ing inventions—have been made, that 
the present volume seems like a com- 
bined handbook of decisions, as well 
as text on patent law. 

The author begins each chapter 
with a general discussion of the topic 
at hand, then starts a section called 
“What the Courts Have Said.” The 
court decisions cited are irreconcil- 
able, since to the author’s knowledge 
no express over-ruling has appeared. 

Almost every field in which chem- 
istry plays a part, is given good 
representation in the reading matter. 

Unlike most books on patents, the 
quotations from court decisions are 
so systematized, that the text is really 
helpful instead of confusing. With 
the increase in number of cosmetic 
patents sought and obtained, no 
worthwhile concern can 
afiord to be without such valuable 
counsel. 


cosmetic 


M. G. bE N. 


(_] Buyer’s Guip—e & CYCLOPAEDIA 
Edited by F. V. Wells. Soap, Perfum- 
ery & Cosmetics Ltd., London, Eng- 
land. 227 pages. 8% x 11 in. Fab- 
rikoid binding. Third Edition, 1938. 


This valuable guide is distributed by 
the magazine Soap, Perfumery & 
Cosmetics and like its two previous 
editions, contains many valuable 
works of reference to those engaged 
in the soap, perfumery, cosmetics and 
allied industries. A new feature of this 
edition is a review of the perfumery 
and cosmetic industry by F. V. Wells 
and F, H. Sedgwick and a discussion 
of the progress in the soap and allied 
industries by Drs. J. and A. David- 
sohn. It contains many useful tables 
and laboratory information, and in 
the compounding section are includ- 
ed tables dealing with creams, pow- 
ders, lipsticks, skin tonics, shampoos, 
There is also a dictionary 
of new raw materials and a classified 
list of reference books, a revised and 
enlarged Shippers’ List, and a list of 
new companies and trade marks reg- 
istered during the year. 

The Buyer’s Guide section is alpha- 
betically arranged and lists raw ma- 
terials and supplies which may be 
purchased in England. 

Soap, Perfumery & Cosmetics is to 
be congratulated upon compiling and 
printing such a fine reference book 
which manufacturers should find use- 
ful and instructive. 


etc., etc. 
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Box No. 378-PS 


A FINE, silk velour 


finish . . . expert craftsmanship . . . a 
Rowell container through and through. It 


will help sell someone’s face powder! 


E.N. ROWELL co., inc. 


BATAVIA ” NEW YORK 
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New York Office: 
SEWELL H. CORKRAN 
30 East 42nd Street 
Phone: MUrray Hill 2-3447 
e 

Chicago Office: 

H. G. MacKAY 

$44 W. Grand Ave. 
Phone: SUPerior 1676 
e 

Hollywood, Cal., Office: 
C. H. E. DUNN 
Guaranty Bldg. 

6331 Hollywood Blvd. 
Phone: Hollywood 0111 
e 

Boston Office: 

H. P. TUCKER 

52 Chauncey Street 
Phone: Hancock 0398 
+ 

St. Louis Office: 

The DICK DUNN Co. 
Merchandise Mart Bldg. 
12th Blvd. & Spruce St. 
Phone: Central 3544 

* 

Detroit Office: 

H. E. BROWN 

319 Curtis Bldg. 

2842 W. Grand Blvd. 
Phone: Trinity 2-0191 
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Fair Labor Standards Law 
Becomes Effective October 24 


The new Fair Labor 
Standards Act will become effective 
October 24. Elmer F. Andrews is ad- 
ministrator of the new Wage and Hour 
Division of the Department of Labor. 
Procedure to follow so as to operate 
legally under the provisions of the law 
are to be issued in the form of interpre- 
tations of the law. A committee is ap- 
pointed for each industry composed of 
representatives of the public, employers 
and employes. When its recommenda- 
tions are approved the committee issues 
a wage order for that industry. 


Protest Compulsory State 
Registration of Trade Marks 


Vigorous protests 
against compulsory registration of trade 
marks by states was made by Arthur 
Johnson of the Colgate-Palmolive-Peet 
Co. and others at the recent hearing in 
Albany. A considerable number of as- 
sociations, chambers of commerce and 
companies were represented at the hear- 
ing before the committee on trade 
marks of the National Association of 
Secretaries of State. It is believed that 
the idea of compelling the registration 
of trade marks in states has been aban- 
doned. 


Cosmetic Division Planned 
by Administration—Appointments 


A cosmetic division 
to rank equally with the food and drug 
divisions is planned by the Food and 
Drug Administration. Meanwhile these 
appointments have been announced: 

Roy S. Pruitt is to handle administra- 
tive details of the new cosmetic section 
of the law. Dan Dahle has been as- 
signed to develop laboratory methods 
for the analysis of cosmetics. Dr. J. J. 
Durrett has been made principal techni- 
cal adviser and is attached to the office 
of the chief of the Administration. He 
will share with other officers attached 
directly to that office the responsibility 
of determining administrative questions 
on the application of the new law to 
drugs. devices, and cosmetics, and will 
give special consideration to the ade- 
quacy of information submitted by man- 
ufacturers with their avplications on 
new drugs filed in compliance with the 


54 


NEWS AND EVENTS 


provisions of the act. Dr. Theodore G. 
Klumpp, now senior medical officer of 
the Drug Division succeeds Dr. Dur- 
rett as chief of that Division. 


Wheeling Stamping Co. Takes 
Over Bond-Penn Tube Co. 


The Wheeling Stamp- 
ing Co., Wheeling, W. Va., has taken 
over the Bond-Penn Tube Co., Wilming- 
ton, Del., the consolidation taking effect 
September 3. The present Bond-Penn 
plant has been discontinued and the 
machinery and equipment is_ being 
moved to Wheeling. The Bond-Penn 
Tube Co. field representatives will be 
continued, 

The Wheeling Stamping Co. was 
established 61 years ago by the late 
Archibald W. Paull. It began the man- 
ufacture of collapsible tubes in 1910 
and later it took over the plants of 
the Larkin Co., the Continental Can Co. 
and Lemair Schwartz & Co. 

The Bond-Penn Tube Co. was a com- 
bination in 1936 of the Bond Mfg. Co. 
of Wilmington, organized in 1918 and 
the Pennsylvania Collapsible Tube Co. 
of Williamsport, Pa. 


Recent Federal Trade 
Commission Stipulations 


The following com- 
panies have entered into stipulations 
with the Federal Trade Commission to 
discontinue various advertising claims 
about their products: Bristol-Myers Co., 
New York; Stimulex Sales & Mfg. Co.., 
Chicago; Ben Pickard, Chicago; Jad- 
wigor Remedies, Inc., Brooklyn; Gold- 
en Glint Co., Seattle; Tayton Co., Kan- 
sas City: Lander Co., New York; and 
Honeyouth, Inc. 


California Plan to Grow 
Flowers for Oil Pending 


A plan for planting 
perfume oil-producing and drug plants 
on a sizable scale in California—known 
as the Los Angeles County Perfume and 
Drug Plant Survey Project—now awaits 
approval of the Los Angeles County 
Board of Supervisors. This project was 
conceived about five years ago by Mon- 
roe C. Kidder, a soil expert. who was 
convinced that the southern part of the 
state offered favorable climatic and 
soil conditions for the growth of flowers 


from which natural oils for perfumes 
could be extracted. 

A fund of $115,000 has been pro- 
posed by WPA officials, but only with 
the understanding that a sum of $35,000 
will be appropriated by Los Angeles 
County. The latter appropriation has 
not yet been made. 


Proposed New York City 
Cosmetic Control Bill Opposed 


Vigorous opposition 
to the proposed New York City bill 
which imposes drastic registration fees 
and unwarranted control by the Board 
of Health over foods, drugs, and cos- 
metics in New York City is being reg- 
istered by many associations in these 
allied fields and by manufacturers. The 
bill will be considered by the council 
this autumn when public hearings will 


be held. 


Soap Industry Raises 
Question of Wage Differentials 


Hearings under the 
Walsh Healey Act on wage differentials 
included the soap industry. A dispatch 
from Washington stated that there is 
a difference of as much as 20c per hour 
in wages paid and that if a finding of 
55c or 60c an hour is made for the 
industry, the minimum wage to be paid 
by the smaller companies should not 
be over 40c. The question of a differ- 
ential for size will probably occur in 
other industries in future public hear- 


ings. 


“Endocreme” Gets Injunction 
Against American Medical Assn. 


The American Medi- 
cal Association has been temporarily 
restrained from further publication of 
attacks on Endocreme made by Hirestra 
Laboratories, Inc., New York, by the 
Federal District Court in Chicago. 

This order grew out of warnings by 
the association against the use of the 
Hirestra company’s “Endocreme.” a 
cosmetic claimed to possess special mer- 
its because of its content of estradiol. 
The company, alleging that it had been 
willfully damaged by the association’s 
attacks made in ignorance of the prop- 
erties of the cream, instituted a libel 
suit for $1,000,000. The association and 
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FOAMONE 


have become a definite Toilet necessity. There are hun- 
dreds of chemicals producing a fairly satisfactory ''Bubble 


Foaming bath preparations are not a temporary fad, but 
Bath". Experimentation extending over eighteen months 


only with 


rFOAMONE 


. . 
| Permit us to mail you samples and manufacturing information. 
} 


have proven that a really perfect Bubble Bath can be made 


——Norda— 


ESSENTIAL OIL AND CHEMICAL COMPANY, INCORPORATED 


NEW YORK OFFICE: 601 WEST 26th STREET 
CHICAGO: 325 W. HURON STR 
ST. PAUL: 253 Ge. 4th SFR 
LOS ANGELES: 685 ANTONIA AVE 
CANADA: 119 ADELAIDE STREET, W. TORO 
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associated defendants did not accept 
service in New York, and suit for $3,- 
000.000 was instituted in Chicago. The 
matter has been referred to Edmond 
M. Sullivan, master in chancery. 


Foreigners Who Do Business 
in France Now Restricted 


Foreigners will no 
longer be allowed to set themselves up 
in an industry or trade in France, more 
or less freely. Under a new decree law, 
the number of foreign “patrons” in a 
given industry or trade can be restricted 
to percentages of all patrons engaged 
therein. Before a foreigner may be 
enscribed in the Register of Commerce 

which is prerequisite to the exercise 
of an industrial or commercial occupa- 
tion—he must be the holder of a 3- 
year, non-worker identity card. 


Food Standards Committee 
to Formulate Standards 


A food standards 
committee has been appointed by the 
Department of Agriculture, consisting 
of representatives from the Association 
of Official Agricultural Chemists; the 
Association of Dairy, Food and Drug 
Officials of the U. S.; and the Food and 
Drug Administration. The committee 
will formulate definitions and standards 
of identity and quality. When promul- 
gated by the Secretary of Agriculture, 
the definitions will have the effect of 
law. 


Nation-Wide Study of Effect 
of Fair Trade Laws on Consumers 


The Druggists’ Re- 
search Bureau is undertaking a nation 
wide study of the effects of fair trade 
laws on ultimate consumers. Manufac- 
turers and the leading drug associations 
have pooled a fund to finance this sur- 
vey of the country. 


Oppose New Marking Rule 
on Imported Boxes and Bottles 


The Bureau of Cus- 
toms has been requested by Charles 
Welch on behalf of the Perfumery 
Importers Association to postpone the 
operation of the new custom regulation 
requiring specific marking of empty 
containers to apply only to containers 
imported after November 30. 

A revision of the Tariff Act of 1930 
which was approved June 25 provides 
that all empty containers, bottles and 
boxes imported into the United States 
after July 25 shall be indelibly marked 
with the country of origin of the article. 
A regulation of the Secretary of the 
Treasury compels the addition of the 
name of the container. Thus, instead 
of marking bottles “Made in France” 
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or “France,” they must be marked 
“Bottles made in France.” The purpose 
of the regulation is to show that the 
container is distinct from its contents. 
Mr. Welch, in his conference with 
the counsel for the Commissioner of 
Customs and in a brief prepared and 
filed by him, pleaded for a stay to 
allow sufficient time to permit bottles 
and boxes already made and held for 
shipment to be entered as they are. 
He further showed that a delay neces- 
sitated by strict compliance with the 
regulation now would disrupt the per- 
fumery industry at its busiest and most 
profitable season of the year. 


Anchor Cap & Closure Corp. 
Moves Its Chicago Office 


The Chicago Office of 
the Anchor Cap & Closure Corporation, 
formerly located at 1 N. Canal Street, 
is now consolidated with that of its 
parent company the Anchor Hocking 
Glass Corporation at 360 N. Michigan 
Avenue. 

Operating out of this office and repre- 
senting both of the above companies are 
G. J. Graham, W. G. Jander, J. E. 
Bellinger, W. P. Carroll, B. P. Fox and 
S. R. Nicholson. A. G. Costello and 
K. K. LeMay are no longer associated 
with either company. 


Demand for Perfumes in 
Russia Shows Marked Increase 


The demand for per- 
fume in Russia is se insistent that a 
new factory has been built to specialize 
in perfume bottles. It has a capacity 
of 22 million bottles annually. 
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The arresting beauty of the new Lady Esther 
cosmetics building in Chicago is height- 
ened by the use of large panels of Insulux 
glass block above and flanking the entry. 
Not only is additional exterior beauty 
gained, but inside the decorative note is 
particularly pronounced, along with the 
flood of natural but diffused daylight ob- 
tained. Architectural credit goes to Albert 
Kahn, Inc., Detroit. The Insulux glass block 
was supplied by the Owens-Illinois Glass Co. 





Form of Guarantee 
for Cosmetic Manufacturers 


The Toilet Goods As- 
sociation has drafted a form of guaran- 
tee which manufacturers may sign for 
the benefit of their distributors. It is 
believed the guarantee will protect dis- 
tributors under both the Wheeler-Lea 
Act and the new Federal Food, Drug 
and Cosmetic Act. The form of guaran- 
tee follows: 

“We, the undersigned, guarantee to 
the best of our knowledge and _ belief 
that our products bearing our name are 
not adulterated or misbranded within 
the meaning of the Federal Food, Drug 
and Cosmetic Act and that our adver- 
tising claims, labels and circulars pre- 
pared by us conform to the Federal 
Trade Commission Act as amended.”- 
The guarantee is signed with the name 
and address of the manufacturer. 


Courses in Cosmetology 
at Brooklyn College of Pharmacy 


Evening courses in 
cosmetology under the direction of Dr. 
Herman Goodman will be resumed at 
the Brooklyn College of Pharmacy, 600 
Lafayette Ave., Brooklyn, Thursday eve- 
ning October 13. The course in Cul- 
tural Cosmetology covers the subject 
from all angles including the new re- 
sponsibilities under recent federal leg- 
islation. The course in Pharmaceutical 
Cosmetics embraces a practical study of 
all classes of cosmetic ingredients. Full 
information may be had by writing to 
Dr. Hugo Schaefer, dean, at the college. 


Beauty Experts from 30 
States at Chicago Convention 


Beauticians, cosmetic 
dealers, and manufacturers from thirty 
states and Canada attended the nine- 
teenth annual convention and fall ex- 
position of the American Cosmeticians 
National Association in the Stevens Ho- 
tel in Chicago, September 12, 13, 14 
and 15. 

Committees in charge of the conven- 
tion were: 

Advisory—Mrs. Ellen R. Bell, A. L. 
Krissman, Mrs. Hannah Schapp and Dr. 
G. Alexander Ward, all of Chicago: 
Contest—Alton W. Bowers, Columbus, 
Ohio, chairman; Miss Hazel Maddux, 
Wichita, Kans., Mrs. Evelyn Nehls. Oak 
Harbor, Ohio. Mrs. Georgia Kee, Tulsa. 
Okla.; Lessons—Mrs. Catherine Tay- 
lor, Tiffin, Ohio, chairman; Mrs. Han- 
nah Schapp, Chicago, Miss Nellie War- 
ren, Hutchinson, Kans.; Banquet—Mrs. 
Mary K. Braden, Mrs. Nelle Ramsey. 
Mrs. Winifred A. Fayant. Mrs. Rose 
Bolly, Miss Ada Rafter; Membership 

R.  H. Milliken, Oklahoma City, 
Okla.. chairman; Mrs. Lee Ora Ragan, 
Hobart. Okla.. Arthur Kent, Columbus, 
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wide - awake 


purchasing agents... alert 
to the opportunity presented 
by the NEW ...NEW... 
TINCOATED tubes .. . spon- 
sored by ART TUBE. . . are 
saving thousands of dollars 
for their companies ... and 
... sending their products 
to market... yes ... NA- 
TIONALLY ADVERTISED 
MARKET . . . in reliable, 
strong-walled, beautifully 
lithographed tubes .. . yes- 
sirree... 


. ask us 
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Ohio; Press—Walter A. Bermingham, 
Chicago. chairman; Miss Nelle Jen- 
nings, Tulsa, Okla., Mrs. Nelle Ramsey, 
Wichita, Kans., Miss Mildred Flatt. 
Tulsa, Okla., Mrs. Frances Fletcher, 
Lorain, Ohio. 


Colgate Purchases 
English Soap Plant 


An English affiliate 
of the Colgate-Palmolive-Peet Co., Jer- 
sey City, has purchased the business 
and plant of G. W. Goodwin & Sons, 
Manchester, England. 


California Dealers Must 
Not Sell Below Cost 


The California Unfair 
Practices Act which prohibits dealers 
from selling below cost has been held 
constitutional by the California Supreme 
Court. The case was the Wholesale To- 
bacco Dealers’ Bureau vs. the National 
Candy & Tobacco Co. 


Seek Loss Leader Law 
in New York State 


State legislation to 
prohibit loss leader sales is being 
sought by the New York State Food 
Dealers’ Association. 


Canada Plans Tariff 
Barrier on Vegetable Oils 


The Canadian Tariff 
Board is preparing for presentation to 
the Dominion Government before the 
end of the year a report dealing with 
the sale of vegetable oils in Canada 
in competition with animal fats. 

The vegetable oils question — is 
“greased lightning” for those who have 
to find a solution. Soap manufacturers 
and certain packing plants import and 
use a large quantity of vegetable oils 
brought in from many countries. Joseph 
Harris, Toronto Conservative M.P. has 
been fighting hard in the past two or 
three sessions to get a tariff barrier 





An unusual, startling "Before and After" Revue to show the 


against these imports, and in the past 
eighteen months he has enlisted the sup- 
port of Canadian dairymen who have 
been convinced that the market for 
their products is being prejudiced. In 
the past two sessions there have been 
long and warm debates in the House 
of Commons on this question. 


New Bulletin on 
Emulsifiers Available 


The bulletin on Emul- 
sifiers, the latest in The American Per- 
fumer series, is ready for distribution. 
The bulletins are available to anyone 
at 25 cents per copy. To subscribers 
of The American Perfumer, they are 
offered free for a period of 90 days 
from the publication of this announce- 
ment. 


Use of Cosmetics Stimulated by 
Novel Revue for Women Only 


Excellent publicity 
was obtained for Leichner beauty prod- 
ucts in the North of England by means 
of a novel form of revue staged at one 
of the leading stores in Manchester. 
The Head of the Department introduced 
a woman beauty writer, who addressed 
the audience on “The Essence of Smart- 
ness,” emphasizing the importance of 
good shoes, smart stockings, and, espe- 
cially, correct make-up. Leichner’s 
beauty expert then introduced six man- 
nequins, who came on the platform in 
beautiful dresses, but without make-up. 
and wearing old shoes and no stock- 
ings. It was pointed out how lack of 
attention to these details spoiled the 
effect of the frocks. Thereupon, the 
mannequins took off their dresses, came 
back in their undies, put on smart 
stockings and good shoes, and made 
themselves up. while the Leichner ex- 
pert made up a lady from the audience. 
meantime explaining the Leichner sys- 
tem. The girls then put on their dresses. 
and the beauty expert spoke about the 
particular type of Leichner make-up 
used by each. The exhibition was open 


to women only. 





importance 





of shoes, stockings 


Essential Oil Imports 
into United States Lower 


Imports of essential 
oils during the first half of the current 
year declined around 20 per cent from 
the 1937 level but were still above re- 
ceipts in the first six months of 1936 
as shown in the following tabulation: 

1936 1937 1938 
Commodity Firsthalf Firsthalf First half 


Essential oils: 
Cassia and 
cinnamon. . $156,309 $132,039 $142,105 


Geranium 213,555 311,599 175,203 
Otto of 

roses . 80,831 127,309 68,266 
Bergamot... 94,454 177,141 194,813 
Citronella 

and lemon- 

grass...... 219,251 295,382 357,623 
Lavender... 298,109 209,524 116,256 
Lemon... 69,106 132,076 141,417 
Orange... 95,096 196,023 124,742 
Sandal- 

wood... 2,552 12,234 5,573 
ee See 120,211 402,187 161,437 
All others 670,897 1,015,476 797,480 


Total. ... $2,020,371 $3,010,990 $2,284,920 


Bims Plan Final 
Golf Match at Ridgewood, N. J. 


The fourth regular 
monthly outing of the Bims at North 
Hills, L. L., like its predecessors was an 
outstanding success. Perfect weather 
and an excellent course produced some 
fine golf scores. As usual a dinner fol- 
lowed the tournament. 

The golf prize winners were: Albert 
C. Burgund, Eliott D. Odell, Charles 
W. Darr, James B. Walker, W. Kyle 
Sheffield, Robert A. Kramer, Fred W. 
Webster, S. E. Umensetter, J. E. Val- 
entine, Augustus H. Bergmann, H. D. 
Porter, Rudolph Berls, William  H. 
Gunther, Dudley Schwartzman, Walter 
a Nuckols. 

The next and final tournament will 
be held at the Ridgewood Country Club, 
Ridgewood, N. J., on Thursday, Oc- 
tober 6. In addition to the usual 
entertainment, special trick shot golfers 
will exhibit their wares for the occasion. 
The prizes have been doubled and there 


and correct make-up. 
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SERVICE FOR THE TRADE EXCLUSIVELY— 
























LIPSTICKS ... CREAM ROUGES 


(All indelible shades— 


consistencies a la mode) 


EYE SHADOWS ... EYEBROW PENCILS 


COMPACTS ... ROUGE & POWDER 
WATERPROOF MASCARAS 
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permanently antiseptic 


Do not confuse these powder puffs with so-called sterilized puffs. Sterilization is only a temporary 


condition, ineffective with the first use of the puff. 


ASEPTIPUFS are permanently antiseptic because our velours and wools are treated with anti- 
septics when manufactured. The puffs remains antiseptic throughout its life, or until washed. 
The inhibitory action is constant—always on the job battling Bacteria, protecting the reputatior 
of your cosmetics. WRITE TODAY for literature and samples. 


All our products are guaranteed for chemical purity. 


For your further protection, Products Liability Insurance is carried. 


OXZYN COMPANY 


MANUFACTURING ORIGINATORS OF NATURAL ROUGES 


NEW JERSEY OFFICE: 257 CORNELISON AVE., JERSEY CITY 
Cosmetics of CANADIAN OFFICE: 2109 OTTAWA ST., WALKERVILLE, ONT. 


Telephone calls originating in New York will be accommodated 
SINCE 1877 through REctor 2-8360. In Jersey City Phone Delaware 3-2560. 














: 
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will be prizes for every different phase 
of golf activity, and special prizes for 
non-golfers and visiting golfers. 


New Orchid Make-up by 
Helena Rubinstein 


Helena Rubinstein 
comes forward with a new Orchid and 
Champagne Rose make-up to highlight 
the fall fashions in the new violet to 
red or blue to violet tones. The new 
make-up series includes Orchid Red lip- 
stick and rouge, Orchid eye shadow. 
Deep Orchid mascara, Orchid Red nail 
groom as well as Champagne Rose face 
powder. 


Oppose Use of Branded 
Goods for Premiums 


The National Retail 
Dry Goods Association has registered a 
protest against the practice of manufac- 
turers of branded merchandise who per- 
mit their 
premiums by other manufacturers. The 
protest cited the offer of a pair of dollar 
stockings for three Woodbury soap 
wrappers and 50 cents and a similar 
offer to purchasers of George Washing- 
ton coffee of a pair of hose valued at 
$1.15 for 50 cents. Retailers maintain 
that once nationally advertised brands 
are distributed at a price far below the 
usual retail level, it becomes practically 
impossible to sell the same merchandise 
at the established regular price. 


products to be offered as 


Prizes for Name for Cosmetic 
Building at World’s Fair 


A prize contest to 
select the most appropriate name for 
the Cosmetic Building at the New York 
World’s Fair 1939, has just been an- 
nounced by H. Gregory Thomas, man- 
aging director of Perfumery & Cosmetic 
Exhibits, Inc., the industry sponsored 
organization which is arranging for the 
World’s Fair display of Perfume and 
Cosmetics. 

The building has heretofore been 
known as the Cosmetic Building. and 
prizes amounting to $200. are now being 
offered to select a more appropriate and 
euphonious name. Only demonstrators 
and other 
which are interested in the building 
will be eligible to enter this contest. 


employees of companies 


The person who submits the winning 
name will receive a prize of $100. and 
ten consolation prizes of $10. each are 
offered for other efforts. 

A letter of not more than fifty words 
must accompany each entry telling why. 
in the contestant’s opinion the name 
submitted should be chosen. Names 
and accompanying letters should be ad- 
dressed to Building Name Contest. Per- 
fumery & Cosmetic Exhibits. Inc., 30 
Rockefeller Plaza, New York. Letters 


60 





must be post-marked not later than mid- 
night, October 15th, and the names of 
the winners will be announced as soon 
thereafter as the Committee of awards 
can pass upon them. 


Harper Method Golden 
Jubilee Celebrated 


Martha Matilda 
Harper’s Golden Jubilee was celebrated 
with a four-day convention, August 22- 
25 in Rochester with 400 Harperites 





Martha Matilda 
Harper 


Robert A. 
MacBain 


in attendance. Robert A. MacBain, 
president of Harper Method, Inc., wel- 
comed the Harperites and Mayor Rapp 
of Rochester presented them with the 
key to the city. Among the highlights 
of the celebration were an afternoon 
garden party on the grounds of Miss 
Harper’s home on Culver Road and a 
banquet at the Seneca Hotel. 

Time was also given to business ses- 
which the progress of the 
Harper Method in the past fifty years 
and plans for future expansion were 
discussed, as well as such 


sions at 


pertinent 
problems as retail selling. 

Prizes were awarded to the winners 
of the Golden Jubilee Contest based on 
the greatest percentage of increase in 
Harper Method purchases for the first 
six months of 1938 over the same pe- 
riod last year. 


Reorganization Plan for 
A. E. Brody, Inc. 


A. E. Brody, Ine.. 
cosmetic manufacturers, 207 N. Broad 
St., Philadelphia, Pa., offers 20 per 
cent, payable 10 per cent cash and 10 
per cent within 90 days of final con- 
firmation, to creditors on 
claims of $5,026 in 77B reorganization 
United States District 


unsecured 


plan filed in 
Court. 


Basic Sales Idea Shown 
in Sound Film by Chirurg Co. 


The relation of sales 
ideas to production, distribution, public 
relations and finance in business was 
shown in a sound film presented before 





business men at the University Club, 
Boston, by the James Thomas Chirurg 
Co., Boston advertising agency, August 
30. The company intends to show the 
picture as a service to executives in the 
belief that they would be interested in 
seeing how the “Basic Sales Idea” func- 
tions all the way through from the 
product and the employes who make it 
down the lines of distribution to the 
buying public. 


Multiple Management Plan 
Adopted by Noxema Chemical Co. 


department 
heads of the Noxema Chemical Co., 
Baltimore, have been organized into a 
junior board with George Bunting, vice 
president, as chairman. The board will 
operate on a multiple management plan 
similar to that of McCormick & Co. 


Seven 


Display Facilities for 
Syndicate Stores on View 


Complete facilities tor 
experimental display work have been 
made available at the offices of The 
Syndicate Store Merchandiser, 79 Madi- 
son Ave., New York, for the use of 
manufacturers supplying the 5 & 10¢- 
$1.00 syndicate stores with merchandise. 
Manufacturers of syndicate store mer- 
chandise are invited to view the new 
display facilities. 


Advertising Allowances Under 
Robinson-Patman Act is Issue 


The question of ad- 
vertising allowances under the Robin- 
son-Patman Act is the real issue before 
the Federal Trade Commission in the 
case of the Master Lock Co. of Mil- 
waukee. The company is charged with 
discriminating in price between pur- 
chasers of its locks. The answer ad- 
mits that it granted an additional 5% 
to jobbers whose total annual purchases 
exceeded $10,000. In defense it cites 
savings in credit, accounting and ad- 
vertising. Specifically, it points to the 
savings due to the extensive advertising 
of its locks by Butler Brothers which 
more than offset the discount. 


North Dakota Analyzes 
Antiseptics and Mouth Washes 


A total of 54 anti- 
septics and mouth washes were analyzed 
by the North Dakota Regulatory Dept., 
and 4270 were found to fall short of the 
volume claim on the label. Six did not 
state the volume of the contents and 
one deceptive container was found. 32 
products failed to state adequately the 
required. The 
complete report of the analysis is con- 
tained in an eight page report issued 
by the State Food Commissioner and 
Chemist, Bismarck, N. D. 


active ingredients as 
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BUT WHERE ARE THEY? 


Do the bath crystals you sell waste 


—) 


“Oy — 
their time looking pretty on the 
bathroom shelf? . . . or do they keep go- 


ing into the tub, so you can sell more? 

It’s amazing how many bottles of bath 
crystals become family heirlooms! Don’t let 
that happen to yours. Offer bath crystals 
that keep moving—and keep building 
profits—by making them with Solvay 
Snowflake Crystals. 

Solvay Snowflake Crystals has everything 
it takes to turn out the kind of bath crystals 


that the ladies go for: Snowflake makes 


Alkalies and Chemical Products Manufactured by 
The Solvay Process Company 


40 RECTOR STREET 
BRANCH SALES OFFICES 


BOSTON CLEVELAND PHILADELPHIA 
CHARLOTTI DETROIT PITTSBURGH 
CHICAGO NEW ORLEANS ST. LOUIS MLL REG. US. Pat. OFF 


CINCINNATI NEW YORK 





SOLVAY SALES CORPORATION 


NEW YORK, N. Y. 


SYRACUSE 


bathing really luxurious. Sparklingly at- 
tractive to begin with, Snowflake is even 


more beautiful when tinted. Snowflake is 





chemically stable—stays good-looking in- 
definitely. Dissolves in a wink. Makes the 
hardest water silky-soft. Soothes and re- 
freshes the skin. 

More good news for the profit-minded: 
Snowflake is absolutely uniform, free-flow- 
ing, readily tinted and perfumed 
helps in every way to simplify your process- 
ing and packing operations . . . Write to 


Department AA -9 for further information. 
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Fritzsche Executive On 
Record Breaking Voyage 


When the S. 5S. 
Queen Mary docked in New York on 
August 8 with a new record of 3 days 
21 hours and 38 minutes for the At- 
lantic crossing, one of the most elated 
passengers to debark was George L. 
Ringel, vice-president of Fritzsche 
Brothers. Inc., New York. It was a 
fitting climax to a memorable six weeks 
tour of Italy, France, Switzerland, 
Germany and England in company with 
his wife, sister-in-law, Mrs. Margaret 
Parks, and niece, Suzanne. 

It was in recounting his visit to the 
company’s recently enlarged and mod- 
ernized extraction plant at Seillans, 
however, that Mr. Ringel’s enthusiasm 
rose to greatest heights. 


Max Factor’s Colorful Career 
Ended by Death August 30 


Max Factor, founder 
and head of Max Factor & Co., Holly- 
wood, Calif., died August 30 at the age 
of 61 years, after an illness of three 
months. 

He was born in 
Lodz, Poland. At 
13 he was make- 
up apprentice for 
a traveling Rus- 
sian opera com- 
pany. At 16 he 
was. working in 
cosmetics for the 





Russian imperial 
courtiers. For a 
— while he curled 


and waxed the 
mustaches of the Romanoffs. He also 
made wigs. 

In 1903 he emigrated to the United 
States. The following year, he went to 
the Louisiana Purchase Exposition in 
St. Louis to sell cosmetics. In 1908 he 
moved to Los Angeles and in 1912 be- 
came a cosmetician for movie actors. 

He remained at the motion-picture 
center since then. The old Lubin, Bio- 
graph, Triangle and Selig picture com- 
panies from the start demanded his 
services. Until then grease paint an 
eighth of an inch thick, was the cus- 
tomary application for actors. It was 
a type of cosmetic that froze in winter, 
ran in summer, and at all times created 
a strained expression. Mr. Factor rec- 
ommended a new type of make-up 
which he devised to replace this thick, 
unsatisfactory coat. Douglas Fairbanks, 
in “The Thief of Bagdad,” was one of 
the first to use it. It is now in general 
use in motion-picture make-up. 

One of Mr. Factor’s major tasks was 
to “correct” the facial imperfections of 
motion-picture stars. 

In 1935 Mr. Factor gave a $25,000 
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party for 10,000 persons to celebrate 
the opening of his marble-stoop cos- 
metics factory. 

He issued 3,500 invitations to the 
opening, gold-cellophane-wrapped, ten- 
by-thirteen-inch booklets. Each bore 
the guest’s specially printed name and 
cost $1. Mr. Factor sent out the in- 
vitations by Western Union, paying six 
cents for each delivery. On the morn- 
ing of the party, telegrams were sent 
to all 3,500 at 20 cents each. Some got 
two to make sure. An additional 6,500 
guests showed up for the party, neces- 
sitating a hurry order for 5,000 $1.25 
compacts as favors, all of which were 
snapped up without appeasing the de- 
mand. Six bars served the guests after 
a tour of the factory. A system of serv- 
ing drinks alternately at one bar after 
the other to keep the guests moving 
was used. 

His sons, Frank and Davis Factor, 
joined the business after they had com- 
pleted their education and in recent 
years they have largely directed its 
destinies. 


Trade Marks of 
Guerlain, Inc. Upheld 


Supreme Court Jus- 
tice Edward J. McGoldrick signed an 
order upholding the validity and exclu- 
sive ownership of the trade marks 
“Guerlain” and “Shalimar” by Guer- 
lain, Inc. The order enjoined Louis 
Kellner, defendant, from selling, adver- 
tising, distributing or in any manner 
dealing with any products bearing the 
trade marks of the plaintiff which are 
not completely and genuinely produced 
by the plaintiff. 


New Agency for 
Millot Perfumes 


F. Millot, Paris, 
France, have appointed DeBoer & Liv- 
ingston, Inc., 10 East 39th St., New 
York City. as U. S. representative for 
its line of glass items. The line has 
been extended to include dresser sets, 
jars, and atomizers with such new fea- 
tures as long handled mirrors and 
specially designed perfume bottles. A 
new company will be formed under the 


name of F. Millot. 


Cosmetic Co. of Boston Offers 
Ivy Poisoning Oil Solvent 


The Cosmetic Co., 
Boston, Mass.. is offering Ivy-Gon, a new 
antidote for ivy poisoning. It is sold in 
bottles containing six fluid ounces. The 
new product is stated to be a solvent 
for ivy poisoning oil which lodges in the 
sweat glands rather than a palliative. 
Considerable research work was done; 
it is said, before the product was put on 
the market. 


Monsanto Opens Detroit 
District Office 


The Monsanto Chemi- 
cal Co. has established a district office 
in the Union Guardian building, Detroit, 
in charge of H. P. Walmsley. A sales 
and technical staff will be maintained 
there, according to G. Lee Camp, vice 
president. 


Mary Pickford Moves—Line 


on Sale October 1 


Mary Pickford Cos- 
metics, Inc., is moving from temporary 
offices at 551 Fifth Ave., to new offices 
at 580 Fifth Ave., New York. Miss 
Pickford, president of the company, is 
now making her home in New York and 
is personally supervising the decoration. 
The line will be on sale October 1 in 
department and drug stores. 





Charles of the Ritz Offers 
New Make-up Color 


Charles of the Ritz 
has just introduced a new make-up, 
Grapewine, with the color concentrated 
in the lipstick. Cream and dry rouge, 
eye shadow, and nail polish in co- 
ordinating colors are also offered in 
addition to the lipstick. To complete 
the make-up, powder with just the 
right amount of lavender will be in- 
dividually blended for the wearer. 
This new make-up color has been cre- 
ated to complement the new fall shades 
of vintage and fuchsia. 


Cosmetic Courses at 
New York University 


For the third year the 
course in Cosmetic Hygiene will be 
offered at the Washington Square Col- 
lege of New York University on Friday 
evenings, starting September 23. A sec- 
ond course, “Advanced Cosmetology” 
is also offered on Wednesday evenings 
beginning September 21. Both courses 
will be conducted by Miss Florence E. 
Wall, a contributor to The American 
Perfumer. Registration will be from 
September 15 to 19. Full information 
about the courses may be had from the 
Department of Home Economics, School 
of Education, New York University, 
Washington Square, New York City. 


Japan Includes Perfume 
Among Available Imports 


The Bank of Japan is 
supervising the operation of the 300,- 
000,000 yen revolving exchange fund. 
A bout 40,000,000 yen monthly are avail- 
able for imports. At present the only 
imports available for loans are nine 
products, one of which is perfume. The 
imports must be linked to exports. 
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GET FULL DETAILS AT’ ONCE 


ON THE NEW 


No. Z Motor Driven 


ROTARY TABLET MACHINE 


single punch, 700 tablets per minute 
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triple punch, 2100 tablets per minute 


The Rotary Table carries a set of 25 Punches 
and Dies. Operating at maximum speed with 
single punches, you can produce 700 tablets 
per minute. When arranged for triple 
punches and dies and operating at maximum 
speed, you can produce 2100 tablets per 
minute. All triple punches and dies are in 
straight line following each other, insuring 
uniform feed in all die openings. 7/16” is 
maximum diameter recommended for triple 
operation. 


These construction features: 


(1) New design shoe gives diagonal crisscross feed as well 
as straight line—insures full dies, prevents granulation 
from separating. 

(2) Special feed arrangement draws material into dies—all 
dies over-filled excess being pushed out before com- 


pression, important in compressing many materials. | 
(3) Rotary Table rests on ball thrust bearings (constantly | 


bathed in oil). 
(4) Motor Drive with Reeves Variable Speed Pulleys— 
built into base of machine, housed away from all dust. 


(5) Pressure adjustment on upper punches permits location | 
of several positions in compression in upper part of dies | 


—prevents excessive capping—dies may be reversed, 
increases their life. 
(6) Power Drive-Combination Worm and Gear. 


(7) Hopper arranged with gate to regulate flow to feed | 
shoe for different size tablets and different materials. 


Get full details at once—write today! 


ARTHUR COLTON Co. 


EAST) 


2606 JEFFERSON AVENUE 
DETROIT, MICHIGAN 








Headquarters for a complete line of Pharma- | 


ceutical Machinery. 


September, 1938 


We solicit your inquiries | 





PERFUME 
MATERIALS 


Oil Bouquet Linger 
2 & & & & i. Fee 


Perfume odors to suit the mood, whim, or 
fashion of any feminine type for any oc- 
casion. 


I—Exotic 

2—Sensuous . . . alluring 

3—Refreshing 
slightly spicy 

4—Sweet ... dainty... 
... Still very lasting 

. . beautiful 


. « full of life . . 


. . . for the outdoor 


flowery 
subdued 


5—Very distinctive . 

6—Marvelous . 
very warm 
girl 

7—Like a garden of flowers in the 
South on a beautiful moonlit night 
. . . lingering 

8—Enticing and lasting 

9—Heavenly 


No. 10—Spicy and intriguing 


e 
These oils can be prepared for use in any 


toilet preparation. 
. 


If you have any perfume or color problem, 
write us. 


RUE 


121-123 East 24th St., New York 









Revlon Expands Show- 
rooms and Offices 


The Revlon Nail 
Enamel Corp. has taken the entire six- 
teenth floor of 125 West 45th St.. New 
York, for its new showrooms and of- 
fices. Harold M. Schwartz has designed 
the new rooms in a surrealistic fashion. 
Ray Herman of Chicago has joined the 
company and will be in charge of sales 
in New York and vicinity. 


Ray-Art Cosmetic Co. 
a New Firm 


Arthur Goldman, for- 
merly of the advertising department of 
Fairchild Publications, and Ray Hye, 
formerly in the textile field, have 
formed the Ray-Art Cosmetic Co., at 
141 West 40th St., New York City and 
will distribute cosmetics and perfumes 
to beauty parlors and consumers direct. 
The brand name will be Maison Carree. 
Samuel Tinsky, formerly with Charles 
cf the Ritz, is associated with the new 
company. 


Rebottling Cases 
Still Pending 


Because of some con- 
fusion regarding the cases of Bourjois, 
Inc., and Coty, Inc., vs. Lewis D. Levy, 
trading as the Imperial Co., it should 
be stated that the preliminary injunc- 
tion asked for in both cases was with- 
held by the District Court for the Eas- 
tern District of Pennsylvania. 


Submit List of Coal Tar 
Dyes Used in Cosmetics 


Coal tar dyes used 
in the manufacture of cosmetics, drugs 
and foods must be certified by the U. S. 
Department of Agriculture under the 
new Food, Drug and Cosmetic Act. So 
that cosmetic manufacturers may not 
be handicapped by a lack of certified 
dyes when the new law becomes effec- 
tive next June 25, the Food and Drug 
Administration is expanding the exist- 
ing food color certification plan to in- 
clude coal tar colors intended for use 
in drugs and cosmetics. 

In a letter sent to the manufacturers 
of coal tar dyes, W. G. Campbell, chief 
of the Administration, said, “It is im- 
perative that a complete list of the coal 
tar colors now furnished cosmetic 
manufacturers be submitted to the ad- 
ministration immediately.” 

Because it is possible that all colors 
used by the cosmetic industry cannot 
be certified in the limited time avail- 
able before the new law becomes effec- 
tive, the Administration chief suggests 
that colors be listed in the order of 
their importance to the industry and 
that the use to which the color is put- 
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such as lipstick, rouge or nail enamel 
be indicated. 

“It should be stated whether the im- 
portance of the dyes is due to the large 
quantity produced,” said Mr. Camp- 
bell, “or, if produced in relatively small 
amounts, whether it is vitally needed by 
the industry. If you manufacture coal 
tar colors for use in medicinal prepara- 
tions, a list of these colors also is 
desired.” 


Salesmen’s League and 
Scrap Book Observe Anniversary 


The Sales Serap Book 
and Salesmen’s League of America, 
Inc., 118 East 28 St., New York City. 
are celebrating their first anniversary 
in August. Starting from scratch in 
August, 1937, they report that they 
now have over 6500 paid member-sub- 
scribers, making it the largest sales- 
men’s organization of its kind in Amer- 
ica. Sales Scrap Book is designed to 
give salesmen articles on salesmanship, 
inspirational paragraphs, tips, etc. taken 
from hundreds of magazines, trade pa- 
pers, and from the salesmen themselves. 


Toilet Goods Sales up 1.2% 
in New York in June 


Department stores in 
the Second Federal Reserve District re- 
port that the toilet goods and drug sun- 
dries division was one of the seven de. 
partments in which sales increased in 
June over the same month last year. It 
showed a 1.2 per cent increase, they re- 
port. Stocks, however, were 12 per cent 
lower than in June 1937. 


National Retail Demonstration 
to Build Confidence, Sept. 19-24 


The “national retail 
demonstration” under which stores of 
all types are expected to join in a coun- 
try-wide effort to build customer confi- 
dence in the future and make con- 
sumers more aware of the social and 
economic importance of retail stores in 
the nation and community, will be 
staged during the week of September 
19. American stores will be on parade 
for one week. 


Merck & Co. to Manufacture 
Important New Drug 


Found effective ex- 
perimentally, against various patho- 
genic organisms, among them pneumo- 
coccus, and hemolytic streptococci, the 
compound 2-(p-aminobenzenesulfon- 
amido) pyridine, (2-sulfanilyl-amino- 
pyridine) and designated as M & B 
693, will be marketed by Merck & Co., 
Inc. as soon as definite pharmacologic 
and therapeutic claims have been es- 
tablished. 





Pharmacologic investigations indicate 
that M & B 693 appears to protect the 
mouse effectively against 10,000 lethal 
doses of pneumococcus Type I and to 
afford considerable protection against 
10,000 lethal doses of other types of 
pneumococci. 

The phemotherapeutic _ possibilities 
of M & B 693 are shown in the results 
of treatment of 100 cases of lobar pneu- 
monia, which gave a case-mortality rate 
of 8 per cent compared with 27 per 
cent in a control series. 


Preview of Hall of Pharmacy 
at World’s Fair September 15 


The first preview and 
cocktail party to be held in one of the 
industry buildings at the World’s Fair 
will take place September 15 at 4.00 
p. m. in the Hall of Pharmacy. Invi- 
tations have been sent out by Joseph 
Huisking, chairman, and it is expected 
that over 200 will attend. 





OBITUARY 
J. Edward Murray 


J. Edward Murray, president and di- 
rector of the Maryland Glass Corp., Mt. 
Winans, Md. and president of the Emer- 
son Drug Co., Baltimore, died in To- 
ronto August 14 from pneumonia at the 
age of 47 years. 

Mr. Murray was an alumnus of the 
University of Virginia. He was a 
nephew of the late Isaac Emerson, 
founder of the Emerson Drug Co. His 
first position was with that company 
as assistant treasurer. On the death of 
Philip Heuisler, Sr. in 1936, he was 
made president. He was also vice presi- 
dent and a director of the Emerson 
Hotel Co. of Baltimore and the Citro 
Chemical Co. of Maywood, N. J. His 


widow and three children survive him. 


Dr. A. A. Kaufmann 


Dr. Antoine-Adolphe Kaufmann, man- 
aging director of Les Usines de L’Al- 
london S. A., La Plaine-Geneva, Swit- 
zerland, died August 15 in La Plaine. 
Dr. Kaufmann first established an 
American agency in the United States 
in the early twenties with the appoint- 
ment of J. E. Dockendorff & Co. as 
agents. The agency continued for about 
two years. Later an American office 
was established for the sale of its spe- 
cialties which is still operated. Dr. 
Kaufmann had been in poor health for 
four years and had not visited the Uni- 
ted States for eight or nine years. 


M. Saisse 


M. Saisse. proprietor of Cavallier 
Fréres. Grasse, France, died August 10. 
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VELIZAR BAGAROFEF + OTTO of ROSE 


NIP clam T-Lel- koh a Ohara Cor MT Me lol TMD 2-11) Me) a Coe Lol 


This quality product is especially worthy of your consideration. 
Sole Agents for the United States: W. J. BUSH & CO., Inc., New York 
Sole Agents for Canada: W. J. BUSH & CO. (Canada) Lid., Montreal, Canada 


OIL LAVENDER ALTITUDE 


It costs more than inferior oils; — it's real Lavender. 


Selected from the finest producing regions, representing the highest 
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M W PARSONS TELEPHONE BEEKMAN 3-3156-3162 
* » CABLE ADDRESS PARSONOILS, NEW YORK 
j IMPORTS 55 ANN STREET 


AND 
PLYMOUTH ORGANIC LABORATORIES - INC- NEW YORK:N:Y°U:-S:-A: 





PLYMOUTH ZINC STEARATE U.S.P. 


Constant improvements made by us as manufacturers of all of the Stearates over a 
period of twenty-five years have led to the final development of PLYMOUTH ZINC 
STEARATE SPECIAL "A" grade. This new product is a particularly white, smooth 
light, fluffy, and ODORLESS material, representing the finest Zinc Stearate which can 
be made. In addition to having no odor it will not develop offensive odors if kept for 
a prolonged period. You are sure that the original odor you give to your face powder 
will be the same a year from its manufacture if you use PLYMOUTH ZINC 
STEARATE U.S.P. SPECIAL "A." It is practically free of Zinc Oleate. 


8 
We also manufacture a superlative grade of PLYMOUTH MAGNESIUM STEARATE. 


A complete line of Cosmetic Raw Materials 
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TRADE JOTTINGS 


S. B. Penick & Co. introduced the 
first new drug product, Devil’s Club 
Root for diabetic research, under the 
amended Federal Food, Drug & Cos- 
metic Law. 


Imerman Products Co., 11610 Oak- 
land Ave., Detroit. Mich., has changed 
its name to the Imerman Chemical Co. 


The Meyer Brothers Drug Co., of St. 
Louis, Mo., observed its eighty-sixth 
anniversary, September 12. It operates 
subsidiary companies in New Orleans, 
La., and in Little Rock, Ark. Christian 
Meyer founded the business in Fort 


Wayne, Ind., in 1852. 


Gaston de Paris, Inc., is now located 
in new offices and showrooms at 665 
Fifth Ave., New York City. Charles 
S. Pearsall. president, announces that 
the company’s preparations are the 
choice of the beauty salon sanctioned 
by the Manhattan General Hospital. 


Svend Clausen, Frederica, Denmark, 
writes that he has patented a new 
comb especially for the use of hair- 
dressers. He plans to sell the patent 


in various countries. 


James B. Clyne of Chicago, has been 
granted a patent for a lighting bulb 
perfume diffuser. It is an ordinary 
electric lighting bulb used in an elec- 
tric light socket. The bulb is coated 
with alabaster or clay. Perfume is 
applied to the coating; and when light- 
ed the heat of the bulb diffuses the 
odor. 


Miss Jacqueline Cochran, aviatrix. 
has opened offices at 420 Lexington 
Avenue and is preparing to introduce 
a new line of cosmetics. 


When the Brite-Ize Co. of Chicago 
decided to package its lens cleaning 
fluid in convenient pocket sized con- 
tainers. Kimble glass vials were selected 
for the purpose. The product has met 
with success. 


The growing popularity of the col- 
lapsible tube as a container is empha- 
sized by the widening list of products 
packed in this type of container. One 
of the latest is Walton’s fish bait worms. 
a bait for bass, trout, pickerel and 
other fish. The tube, which is made in- 
cidentally by the National Collapsible 
Tube Co., Providence, R. I.. 
about 100 baits. The tube was adopted 
for its all-around convenience. 


contains 


Ponds Extract Co. has placed its full 
line of products on a fair trade law 
basis in California, Oregon. Washing- 
ton, Arizona, and Nevada. 
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PROMOTIONS 


Proctor & Gamble Co., Cincinnati, 
launched August 14 another Camay 
soap contest with cash prizes totaling 
$1,100 and 200 rugs to be given away 
weekly until September 24. 


Elmo Sales Co., Philadelphia, Pa., 
is sponsoring a national charm contest 
with round trips to Hollywood for one 
week as the first prize to the most 
charming blonde, brunette, titian and 
gray haired contestants. All told 116 
prizes are offered. Miss Claire Wolfe is 
in charge of the contest. Women enter 
the contest by purchasing a dollar’s 
worth of Elmo preparations and send- 
ing an entry blank and photograph to 
the company. 


\ radio program, starting in October, 
will be used in conjunction with news- 
paper advertising to launch a new prod- 
uct, Cream of Pine Lotion, according to 
Elizabeth M. Wherry, president of 
Arcabe. Inc., makers of the product. 


The upswept coiffure appears to be 
the new style: faces and neck lines 
that have been shrouded in hair are 
now exposed. Tourneur, New York, is 
taking advantage of the style to pro- 
mote its throat cream. 


The pre-shave lotion for use with 
“Set-Up,” made by 
Pinaud. Inc., has been on the market 
A survey of over 500 users 


electric razors. 
one year. 
of electric razors revealed that 42 per 
cent use the lotion. 


The Mary Dunhill line makes its first 
appearance in the fall issues of leading 
class magazines after four years of 
intense introduction through localized 
selling and merchandizing. Mary Dun- 
hill’s Devonshire cosmetics are now 
being featured in over 300 American 
department stores and specialty shops. 
The business was originated as a sub- 
sidiary of Alfred Dunhill of London. 
Inc., pipe makers. 





COMING MEETINGS 


Sept. 16—Allied Drug & Cosmetic Assn. 
of Mich. Annual Detroit-Chicago 
golf tournament, Olympia Field 
Country Club. Chicago. 

Sept. 16-17——-Affiliated Chain Drug 
Stores. Hotel Biltmore. New York. 

Sept. 18-21—Associated Chain Drug 
Stores. Westchester Country Club. 
Rye. N. Y. 

Sept. 25-29—National Wholesale Drug- 
gists Association, Greenbrier Hotel, 
White Sulphur Springs, W. Va. 

Sept. 26-27—Boston Conference on Dis- 
tribution, Hotel Statler, Boston. 

Oct. 5-8—Federal Wholesale Druggists 
Association, Chicago. 








Oct. 10-14 
Druggists, 


National Assn. of Retail 

Sherman Hotel. Chi- 
cago. 

Oct. 21-22—Fall Meeting and Golf 
Drug, Chemical & Allied Trades 
Section of the New York Board of 
Trade, Skytop Lodge, Skytop-in- 
the-Poconos, Pa. 





THE OLD ORDER CHANGES 


[Continued from page 35] what they 
will do, how, why and when. They 
are learning a respect for their own 
business which inevitably will have 
a constructive result. 


NEW LAWS DEVELOP 

CONSUMER CONFIDENCE 

Many a manufacturer, thoughtlessl) 
enough, is accepting the erroneous 
belief that all the new rulings, laws, 
agreements, etc., are going to merely 
impede the sale of his particular 
products. He is so upset over this 
that he overlooks completely the fact 
that his competitors are just as “bad- 
ly off as himself. It takes most. if 
not all, of the unfair competition 
neatly out of the picture and gives 
a new equalizing start in the race for 
sales. And as to the public’s reac- 
tions—well, the consumers haven't 
paid any attention to the ten per cent 
tax which they are still indirectly 
paying and they probably will hardly 
notice the difference between the old 
and new cosmetic labels and copy. 
except to buy more goods with a bit 
stronger feeling of confidence in what 
they are buying. 


TURNING A LIABILITY 

INTO AN ASSET 

Some companies intend to use the im- 
print of the Board of Standards on 
their printed matter. This should 
have a benign effect on the consumer. 
particularly if sufficient publicity is 
directed to the public explaining the 
work within the industry of eliminat- 
ing possible dangerous ingredients. 
unfair practices, and 
shrinking exaggerated claims down to 


casting out 
factual evidence of what products 
can and will accomplish. 

Nothing could possibly be more 
effective in pricking the balloons of 
the busybody reformers and guinea 
pig people than an honest straight- 
forward message from the industry 
to the public. Presented in the form 
of an educational advertising cam- 
paign and listing the companies us- 
ing the imprint of the Board, it would 
obviously increase sales of cosmetics. 
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Your own brand 
of cosmetics .. . 


must bring you a satisfactory profit— 
but above all must possess merit and 
distinction. 


Our own formulas are the result of 
thirty years of experience—but we can 
develop your formulas if you so prefer. 


You can buy our products in packages 
completely finished for resale, or pack- 
aged but not labeled, or in bulk if you 
want to do your own packaging. 


Check in the appended list the items 
you wish to stock, or send for one of our 
confidential price lists. This carries no 
obligation to purchase. 





We list only the fast selling items. If what 
you need is not listed, let us know and 
we will advise you promptly regarding it! 


CREAMS Sundries (Cont'd) Liquids (Cont'd 

Acne Cream Rouge After Shave 

All Purpose Eye Shadow Lotion 

Bleach Dusting Powder Deodorant 

Cleansing 

Cocoa Butter 

Cold LIQUIDS FACE POWDER 

Foundation Perfumes More than 70 

Lemon Toilet Water shades of the 

Tissue Shampoo highest grade in 

Beauty Mask Hair Tonic Light, Med. and 

Clay Pack Lotions Heavy weight 

Deodorant Skin Tonics carried in stock. 
Astringent The quality of 

SUNDRIES Brilliantine our Face Pow- 

Rouge Compact Powder Base der has a world 

Lip Sticks Muscle Oil wide reputation. 

”"Klinke 
—— 
9200-9210 Buckeye Rd., Cleveland, Ohio 
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the first step in developing a 







good cream. The emulsifier you 






use, however, may make a decided 





difference in your preparation. 






Modern greaseless creams contain 
TEGIN or TEGACID as the emul- 
sifer; PROTEGIN is the base in 


the newer-type of oily creams. They 










assure the user of uniform results 






.... for Deodorant, Hand, Tissue 






and Brushless Shaving Creams. 












Modernize your formulzx with 






these emulsifiers. 


1 GOLDSCHMIDT ©'?- 


153 WAVERLY PLACE e NEW YORK 
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pm» Fred H. Ungerer, president, and 
Kenneth G. Voorhees, vice-president 
and general manager of Ungerer & Co., 
New York City, sailed on the Rex, 
September 10, for a six weeks business 
trip to confer with their principals in 
England. France and Italy. The trip 





Fred H. Ungerer 


Kenneth G. Voorhees 


will include Sicily where they will 
investigate the citrus oil production and 
also Grasse. 


> Leslie S. 
and advertising manager for the U. S. 
Industrial 


Gillette, sales promotion 


Alcohol Corp. and its sub- 
sidiary companies, is a member of the 
Distribution Committee of the Interna- 
tional Management Congress which will 
hold its seventh triennial meeting in 
Washington, D. C.. September 19 to 
24. Over 2500 executives from all parts 
of the world will attend. 


P Douglas Haggerty has joined the 
Vadsco Sales Corp. to promote the 
Djer Kiss, Melba and Marvis lines. 


&> Charles Miklonis is now in charge 
of the main office of Parfums Leng- 


yel. 610 Fifth Ave., New York, N. Y. 


> Frederick Rentschler, president of 
the Art Tube Co., Irvington, N. J.., 
sailed on the Bremen, August 12, for a 
visit to the His trip will 
include stops at industrial centers in 
Germany. Czecho-Slovakia, and France 
and he will also visit relatives. He is 
expected to return about October 1. 


continent. 


p> A. Reddington-Samuels, sales mana- 
ger for Potter & Moore Ltd., Inc., Lin- 
den, N. J., and sales director for the 
Canadian company also, has returned 
from a ten weeks trip through Canada 
and the Pacific coast where he called 
on the trade. Throughout Canada Mr. 
Reddington-Samuels found — business 
conditions much improved. His trip to 
the Northwest was his first; and he was 
much gratified by the reception accord- 
ed him by the trade. During the last 
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HERE AND 


THERE 


month of his trip, he was joined on 
the Pacific coast by Frank Pull, gen- 
eral manager of Potter & Moore Ltd. 





> R. S. Swinton, of W. J. Bush & 
Co., Inc. Linden, N. J., and Mrs. 
Swinton have returned from Scotland 
where Mr. Swinton attended a reunion 
of his class at the Herriot School in 
Edinburgh. Their daughter, Miss Eliz- 
abeth Swinton, who was graduated 
from Barnard College last June, re- 
mained in France until fall. 


> H. Gregory Thomas of the Toilet 
Goods Association sailed on the Nor- 
August 31. He will visit the 
Hague, Geneva and Paris where he 
formerly practiced law. While abroad 
Mr. Thomas will investigate new scien- 
tific developments and he will endeavor 
to enlist the support of some of the 


mandie 


large French perfumers in the cosme- 
tic exhibits at the coming World’s Fair. 


e Sidney Ash has joined Zell Products 
Corp., New York City as a member of 
its sales staff. He will handle the chain 
store trade. 


> Marcel Michelin. executive vice 
president of Pinaud Inc., New York 
City. sailed on the Normandie, August 





































































Marcel Michelin 


17 to confer with associates of his 
company in Paris. He expects to be 
away until about October 1. Much 
of his time abroad will be taken up 
with formulating plans for increased 
business and for participation in the 


World’s Fair. 





> A. L. 


van Ameringen, president of 
van Ameringen-Haebler, Inc., New 
York City, returned from his recent 
six weeks trip abroad with an opti- 
mistic view of the situation in Europe. 
Employment is better, there appears to 
be less unrest among the people, busi- 
ness sentiment is better and the fear 
of war among the people has abated 
considerably. 


> Kenneth Merkel, who has been as- 
sociated with the trade for twelve years 
seven of which were with essential oil 
companies and five with manufacturers 
of cosmetics, has joined George Lueders 
& Co., New York City as director of 
its perfume laboratories. 


> M. Paul, coiffeur of Charles of the 
Ritz, returned from Paris recently, 
where he attended the fashion open- 
ings. His observa- 
tion is that not 
only will hair be 
up this season but 
women will find it 
the most flattering 
and graceful of 
styles. Hair color- 
ings ranging from 
orange to henna 
tints so important 
in Paris are too 
extreme for Amer- 
ican women, he 
Jewelled combs, barrettes, rib- 
bons, and flowers, he says, will be very 
popular in the hair. 





M, Paul 


feels. 







> Valentine H. Fischer, secretary of 
Dodge & Olcott and a director of the 
Essential Oil Association of the United 
States, has returned from a_ tour 
through New England and Canada. 


> Mrs. Carlton Palmer, wife of Carl- 
ton Palmer, president of E. R. Squibb 
& Sons, Inc., New York, is seeking the 
nomination of Secretary of State in 
Connecticut. 


> William G. Mennen, president of the 
Mennen Co.,. Newark, N. J., has an- 
nounced the marriage of his son, George. 
to Miss Mary E. Mahoney on August 
22. The couple became acquainted at 
Cornell University where both 
students. 


were 


> James J. Kerrigan, vice president of 
Merck & Co., Rahway, N. J., returned 
to his desk August 15 after spending 
the summer in the Balkan states, Ger- 
many, France and England. 


&> Robert A. Kramer of Th. Gold- 
schmidt Corp., New York City, left Au- 
gust 26 by airplane on his annual trip 
to the Pacific coast. He will visit cus- 
tomers in Los Angeles, San Francisco, 
Seattle, Salt Lake City and Chicago. 
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IT IS SO EASY 


TO GET HIGHEST QUALITY BERGAMOT OIL 
OIL OF BERGAMOT ORIGINAL 


CONSORTIUM PACKAGES 


Simply ask to see the original package. 
The Law requires that all Bergamot 
production in Italy be deposited in its 


warehouse . . . and the coppers and 
cases clearly marked for easy identifi- HAND PRESSED LEMON ITALIAN CEDARLEAF AMERICAN 


Cale, Vin tte ems tion al HAND RRESSED ORANGE ITALIAN WORMWOOD AMERICAN 
1a pou guavenies of On sol weed HAND PRESSED MANDARIN ITALIAN ORANGE CALIFORNIA 
a product that has been untampered NEROLI PETALE ITALIAN TANSY AMERICAN 
with. SWEET ALMOND ITALIAN PEPPERMINT REDISTILLED 


TERPENELESS & CONCENTRATED OILS 


We export through old established 
firms. We also have our own com- 
mercial office which ships Oil of 
Bergamot, in any quantity, to pur- 


a ITRUS and A 
CONSORZIO PROVINCIALE AGRUMICULTURA | ESSENTIAL OILS CO. 


55 E. 11th Street, New York, N. Y. 
SEZIONE BERGAMOTTO sca ion thal: ai ae 
Official Stock Distributor for Consorzio Provinciale 


REGGIO CALABRIA, ITALY Agrumicultura Sezione Bergamotto Reggio Calabria, 
Italy. 





PK. SHIPKOFF & Co. 


Kazanlik + Bulgaria 


Sole Agents for United States and Canada: 


COMPAGNIE PARENTO, Inc., 507 Fifth Ave., New York 


(Branches in principal cities) 


+840 


GILVYOdYOONI 


OTTO“ ROSE 


ESTABLISHED 


cEbl 


SHIPKOFF'S OTTO of ROSEe 
e Own Distillation . . . is always uniform 
and of one quality only .. . the BEST 


Distributing depots: @ NEW YORK e® LONDON 
PARIS a GRASSE . HAMBURG 
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NEW YORK MARKET 


ESSENTIAL oils, sundries, chemi- 
cals and other materials which might 
be interesting to the perfume, cos- 
metic, and toilet goods industries ap- 
pear to be in a highly sensitive posi- 
tion. There are some articles which 
continue to display a heavy tone but 
it would not take much of a demand 
to bring about a definite reversal in 
the trend. 
Everything favor a 
gradual resumption in business de- 


appears to 


spite political developments at home 
and the upset conditions abroad. 
Preparations on the part of the larger 
manufacturers of perfumes, toilet ar- 
ticles. and cosmetics should influence 
the call for many of these raw mate- 
rials over the next few months. 

Fear of a trucking strike in the 
metropolitan area brought about a 
slight upturn in buying toward the 
close of last month. There was little 
change in the attitude of out of town 
buyers. however, and the movement 
throughout the greater part of the pe- 
riod was typical of what might be 
expected during the mid-summer 


season. 


Vanillin, Phenyl Acetic Acid 


Pricewise the market proved very in- 
teresting. Outstanding was a further 
reduction in domestic cold pressed 
orange oil. Phenyl acetic acid, vanil- 
lin, and lime oil also registered de- 
clines. These reductions were offset 
by advances in oil camphor sassa- 
subnitrate, balsam 
copaiba and Ceylon citronella oil. 


frassy. bismuth 


Mint Oil Firm 

Mint oil prices in all markets con- 
tinued on the firm side. No signs of 
a decline in values were noted not- 
withstanding the fact that the new 
crops are being prepared for the mar- 
ket and stocks are increasing. Produc- 
tion of peppermint and spearmint in 
the five producing states which pro- 
duce this oil in commercial quantities 
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has been estimated at 738,000 pounds. 
This is 17 per cent less than the 885.,- 
000 produced in 1937, and 15 per 
cent smaller than the 1929-36 aver- 
age of 871,000 pounds, according to 
the Bureau of Agricultural Econ- 
omics. 


Citrus Oils Down 


Severe competition continued in do- 
mestic orange oil as the result of a 
reduced consumption of the article. 
Lemon has been the most favored of 
the citrus oils with many dealers re- 
porting satisfactory sales of both the 
California and Italian oils. Because 
of the reduced consumption of orange, 
there seem to be abundant stocks in 
practically all primary markets. 

Buying of Ceylon citronella oil was 
quite brisk due to its wide use as a 
mosquito repellent. Cables from Cey- 
lon were slightly firmer toward the 
close, and indicated that the lack of 
rains had reduced arrivals at ship- 
ping ports. 


Mexican Tax on Vanilla 

As a result of an export tax of 12 
per cent on all goods exported from 
Mexico, prices on vanilla beans dis- 
played considerable strength. Added 
costs of the beans may possibly re- 
sult in an advance in spot prices, it 
is believed. The spot supply of Bour- 
bon beans was small, but the demand 
has been very quiet. About the only 
action was the movement of beans 
against contracts. New business was 
practically at a standstill. While it 
is hoped that buying will improve, it 
is a question as to whether or not 
consumers will be willing to meet the 
firm ideas of sellers with regard to 
price. 


Aromatic Chemicals 

Aromatic chemical manufacturers are 
awaiting an improvement in buying 
now that the fall season is at hand. 
The market as a whole has held up 
fairly well considering the poor sup- 





port it has received from manufac- 
turing consumers. Vanillin competi- 
tion was as keen as ever between the 
leading manufacturers. The latter de- 
clined to a new low level during the 
past month. Eucalyptol continues in 
a favorable position for buyers will- 
ing to cover distant needs. Orders for 
anethol were moderate thus keeping 
sales volume at a level about even 
with that of recent months. Reports 
of further competition in alcohol were 
rather discouraging to producers in 
view of current low prices. It is hoped 
that the usual fall upturn in con- 
sumption will lift the market out of 
its present position. 


Japanese Menthol 

Based on reports reaching here, it 
would seem that menthol is being 
controlled by the Japanese govern- 
ment. Importers state that with the 
exception of a few private advices no 
official reports concerning this year’s 
crop in Japan will be available. Large 
manufacturing consumers should be 
contracting for material at this time 
for forward shipment. Because of the 
poor demand for menthol products 
last year, it is believed that they are 
fairly well covered. 





GRASSE MARKET REPORT 


(From Our Own Correspondent) 

Grasse, France, September 5— 
There was a marked deficit in the 
production of jasmin 
August and as a result, jasmin prod- 
Abso- 
lute jasmin is in demand at prices 
10% above 1936. However, since 
the harvest continues during Septem- 
ber and possibly into October, it is 
still too soon to determine the real 
aspect of the market. 

Essence of lavender is still in 
process of distillation and already a 
rise of 159% has been announced due 
to increases in pay demanded by 


labor. 


flowers for 


ucts are advancing in price. 
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| 
WANTED:--DIFFICULT PERFUMING JOBS 


ave you any good, juicy perfuming problems? The knottier, 
the better! The M M & R perfuming experts, with brand new 
laboratories in a brand new building that’s cool as an old wine cellar, are 


hankering for the perfuming problems that have 










you stymied. (Not that they'll turn up their noses 


MM &R NOTES 


Now available— 
fresh stocks of 


TONQUIN MUSK 


Selected quality, pure 


OTTO ROSE 


BULGARIAN & TURKISH 


at furnishing you with suggestions for your every 


day perfuming requirements.) 


And since there’s no time like the present for 
experimentation, let’s have your problem children 
now and we'll set our experts, with all their new- 


fangled equipment, to work on them. 


MAGNUS, MABEE & REYNARD, Inc. 


QUALITY ESSENTIAL OILS, BALSAMS AROMATIC CHEMICALS, ETC...SINCE 1895 


16 DESBROSSES ST. NEW YORK, N. Y. 





amyl butyrate amyl valerate 
ethyl butyrate ethyl valerate 
butyric acid iso-valeric acid 





You will find these NORTHWESTERN products 
especially desirable both as to odor and taste 


THE NORTHWESTERN CHEMICAL COMPANY 


THE LARGEST MAKERS OF BUTYRIC ACID IN THE WORLD 


WAUWATOSA, WISCONSIN 
INCORPORATED 1887 YN 


NY 


won 
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ESSENTIAL OILS 


Almond Bit., 
> FB A 
Sweet True 
Apricot Kernel 


per |b.. 


Amber rectified ...... _ oe ; 


Amyris balsamifera 
Angelica root 
Anise, U. S. P. 
Aspic araey —. 
French 
Bay .. 
Bergamot ad 
ONE ci ccccces 
Birchtar, crude 
Birchtar, rectified 
Bois de Rose 
Cade, U. S. P. 
Cajeput 
Calamus 
Camphor “white” . 
Cananga, Java native . 
rectified . 
Caraway 
Cardamon, Ceylon .. 
Cassia rectified, U. S. P. 
Cedar leaf ... 
Cedar wood . 
Celery 
Chamomile (oz.) 
Cinnamon 
Citronella, Ceylon 
Java 
Cloves Zontiber : 
Copaiba 
Coriander 
Croton 
Cubebs 
Cumin 
Dillseed 
Erigeron . 
Eucalyptus 
Fennel, Sweet et 
Geranium, Rose, Algerian 
Bourbon 
Turkish 
Ginger . 
cies (Wood) 
Hemlock 
Juniper Berries 
Juniper Wood . 
Laurel 
Lavender, French 
Lemon, Italian 
Calif. 
Lemongrass 
Limes, distilled 
expressed 
Linaloe 
Lovage . 
Marjoram ......... 
Neroli, Bigarde, P. 
Petale, extra 
Olibanum 
Orange, bitter 
sweet, W. Indian 
Italian 
Spanish 
Calif. exp. 
Orris root, con. (oz.)} 
Orris root, abs. (oz.)} 
Orris Liquid . 
Patchouli 
Pennyroyal Amer. 
French 


Peppermint, natural . 
redistilled 
Petitgrain 
French 
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-s SR —_ 


= 50 


23.00 
1.45 
2.90 
8.50 
3.75 
3.00 
36 
1.25 
3.75 
3.50 
2.60 
6.35 
3.15 
1.10 
1.35 
-60 
8.00 
4.75 
3.85 


90 
5.25 
8.75 
1.30 


. 60. 00@ 70.00 


5.25@ 


5.00@ 
2.10@ 
2.00@ 
2.40@ 
2.60@ 

.70@ 
5.25@ 


4.00@ 
1.65@ 
1.40@ 
2.25@ 
2.45@ 


1.10@ 
2.35@ 


8.00 


; 115.00@ 130.00 
140.00@ 155.00 


5.25 
2.50 
2.35 
3.25 
3.10 

75 
5.50 


-.. 35.00@ 50.00 
. 18.00@ 25.00 


7.50 
1.85 
1.65 
2.35 
2.65 
1.35 
2.50 


Pimento ; 
Pinus Sylvestris . 


PIE vines cs anccnes 


Rose, Bulgaria (oz.) 

Rosemary, French . 
Spanish 

Sage 

Sage, Clary ...... es 

Sandalwood, East India 
Australia 5 

Sassafras, naturel . 
artificial .. 

Spearmint 

Snake root 


Thyme, red ... ioe cca 


White 
Valerian ... 
Vetivert, Bourbon ; 
Java .. 
Wintergreen 
Wormseed .... 


Ylang-Ylang, Manila. - 
Bourbon 


2.40@ 6.00 
1.60@ 2.00 
1.75@ 1.90 
5.50@ 13.00 
58@ .70 
55@ .70 


1.30@ 1.65 


- 25.00@ 30.00 


5.00@ 
5.25@ 6.00 
1.00@ 1.35 
35@ 39 
1.75@ 2.00 
9.50@ 11.00 
90@ 1.35 
95@ 1.40 
8.00@ 10.00 
5.25@ 7.75 
7.75@ 16.50 
3.35@ 8.00 


2.75@ 3.50 


6.00 


. 18.00@ 24.00 


3.65@ 7.00 


TERPENELESS OILS 


Bay ... 
Bergamot 


Ghee ..6..0-s ha a 
. 40.00@ 


Coriander 

Geranium 

Grapefruit ; 
Sesquiter peneless 

Lavender 

Lemon 

Lime, ex. . 

Orange, sweet 
ee 

Petitgrain 

Rosemary .. 

Saga, Clary 

Vetivert, Java 

Ylang-Ylang 


4.00 
14.00 
5.00 


3.10@ 
9.00@ 
3.25@ 


8.00@ 12.50 


-. 50.00@ 64.00 


85.00@ 
7.50@ 11.50 


. 14.50@ 21.00 
. §0.00@ 72.00 
. 98.00@1 10.00 
. 90.00@1 15.00 


2.50@ 3.50 
2.50@ 4.00 


.. 90.00@ 
: 35.00@ 
28.00@ 35.00 


DERIVATIVES AND CHEMICALS 


Acetaldehyde 50% 


Acetophenone ............. 


Alcohol C 8 
C9 
Cc 10 
Cll 
S32... 
Aldehyde C 8 
C9 


Cc 10 

Cc il 

C 12 

C 14 (so-called) 

C 16 (so-called) 
Amy! Acetate ; 
Amyl Butyrate .. 
Amyl Cinnamate .. 


Amyl Cinnamate Aldehyde. . 


Amyl Formate 


Amy! Phenyl Acetate .... 3 
Amyl Salicate ............. 


Amy! Valerate 
Anethol .. 
Anisic Aldehyde : 
Benzophenone .... 
Benzyl Acetate 
Benzyl Alcohol 
Benzyl Benzoate 
Benzyl Butyrate 
Benzyl Cinnamate 
Benzyl Formate 


Benzyl Iso-eugenol ......... 


Benzylidenacetone 


2.00@ 
1.35@ 2.00 


.. 16,00@ 20.00 
- 25.00@ 40.00 
- 20.00@ 28.00 
_ 17.50@ 22.00 
_ 13.00@ 22.00 


25.00@ 30.00 
40.00@ 65.00 


. 38.00@ 55.00 
. 27.00@ 40.00 

_. 24.00@ 38.00 
. 13.00@ 


13.00@ 
15@ 
1.05@ 
4.50@ 
2.00@ 
1.60@ 1.90 
3.00@ 5.55 
55@ «75 
2.00@ 2.40 
1.10@ 1.50 
3.10@ 3.50 
90@ 1.50 
50@ 1.05 
70@ 1.00 
97@ 1.80 
4.00@ 6.00 
6.00@ 8.00 
3.50@ 3.60 
11.00@ 13.00 
2.50@ 4.00 


1.00 
1.25 
5.80 
3.50 


‘Cuminic Aldehyde ai 
Diethylphthalate ........... 


Ad Te 


(Quotations on these pages are those made by local dealers, but are subject to revision without notice) 


Borneol 

Bornyl Acetate 
Bromstyrol ... 
Butyl Acetate 
Butyl Propionate 
Butyricaldehyde 


Cinnamic Acid . 
Cinnamic Alcohol . 
Cinnamic Aldehyde 
Cinnamyl Acetate 
Cinnamyl Butyrate 
Cinnamyl Formate 
Citral C. P. 
Citronellal . 
Citronellol .. 
Citronellyl Acetate. 
Coumarin .... 


Dimethyl Anthranilate 


Ethyl Anthranilate 
Ethyl Benzoate 
Ethyl Butyrate ............ 
Ethyl Cinnamate 
Ethyl Formate ......... 
Ethyl Propionate 
Ethyl Salicylate . 
Ethyl Vanillin 
Eucalyptol 
Eugenol 


Geraniol, dom. ............ 
Geranyl Acetate .......... 
Geranyl Butyrate 
Geranyl Formate .. 
Heliotropin, dom. 
foreign ... races 
Hydratopic Aldehyde ezees 
Hydroxycitronellal 
Indol, C. P. (oz.) 
Iso-borneol ...... 
Iso-butyl Acetate 
lso-butyl Benzoate 
Iso-butyl Salicylate 
RD os orcta pox sci oe 
Iso-safrol .... 
RE Pete hick swewas 6s 
Linalyl Acetate 90% 
Linalyl Anthranilate 
Linalyl Benzoate .. 
Linalyl Formate 
Menthol, Japan 
Synthetic .... 
Methyl Acetophenone ; 
Methyl Anthranilate ....... 
Methyl Benzoate ........... 
Methyl Cinnamate 
Methyl Eugenol ........... 
Methyl Heptenone si 
Methyl Heptine Carbonate 
Methyl Iso-eugenol ........ 
Methyl Octine Carbonate .. 
Methyl Paracresol 
Methyl Phenylacetate 
Methyl Salicylate .. 
Musk Ambrette . 
Ketone 
Me oii icin cui 
Nerolin (ethyl ester) 
Nonyl Acetate . 


Octyl Acetate .... 


Paracresol Acetate ........ 
Paracresol Methyl Ether .... 
Paracresol Phenyl-Acetate .. 
Phenylacetaldehyde 50%.... 

100% 






.. 12.00@ 
.. 13.00@ 


Ethyl Acetate ............. 


(Continued on page 74) 


1.75@ 2.00 
1.25@ 4.50 
3.85@ 4.50 
.60@ 


2.00@ 
12.00@ 
3.75@ 
3.05@ 3.75 

85@ 1.25 


7.50@ 11.00 
14.00 


4.50 


1.75@ 

85@ 
1.70@ 
3.50@ 
2.75@ 


2.80 
1.65 
2.25 
5.00 
3.00 


-. 27.00@ 48.00 


26@ 35 
5.75@ 8.00 
30@ 50 
5.75@ 7.50 


6.75 
4.50 


_ 25.00@ 28.00 


6.25@ 11.50 
26.00@ 32.00 
3.00@ 5.25 
2.10@ 2. 
42@ 50 
3.25@ 
3.40@ 
1.00@ 


1.55@ 1.80 


. 46.00@ 48.00 
. 35.00@ 40.00 


3.60@ 5.25 
2.50@ 3.50 
7.50@ 12.00 
2.25@ 4.75 
5.00@ 8.50 
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TH. MUHLETHALER Go. LTp. 


"Fr OC 2 ££ OB Pi? 2. 2 ee SY Se 


Meilanigen 


the new, water-soluble ANTI-SUNBURN product for 
CREAMS °¢ SKIN-OIL-EMULSIONS -¢ LOTIONS 


lt promotes the formation of the natural pigment, 
MELANINE, and the tanning of the skin, at the same time 


protecting the skin from harmful burning. 


For detailed technical data and samples get in touch with 


or Our Representative for Our representatives for the United States 
the Dominion of Canada , 


GERALD JOHNSON 


J. M. SCHEAK & COMPANY Orbis Products Corp. 


110 CHURCH ST., TORONTO 
215 PEARL STREET NEW YORK CITY, N. Y. 








* 


x 
S.D. ALCOHOLS 


One hundred years of experience behind U.S.I. products assure you of consistent purity. Fifteen U.S.I. sales divi- 


sions throughout the country are your guarantee of prompt deliveries and ready service. Insure yourself with this 


double protection—uniform products and efficient service—by specifying U.S.I. alcohols. 
60 East 42ND STREET, NEW YorK 
Li. cS. i N D U 5STRIAL ALCo H 0 L C O. BRANCHES IN ALL PRINCIPAL CITIES 
World’s Largest Producers of Industrial Alcohol 


September, 1938 



















(Continued from page 72) Tolu 48@ = .50 Rose water, djn. .......... 4.75@ 5.00 
Phenylacetic Acid ; 2.00@ 3.75 Beeswax, white 38@ 4! Rosin, M. bbls. ............ 6.20@ 
Phenylethyl Acetate ...... 2.95@ 5.60 yellow . . 23%@ .26 Salicylic acid ............. 40@ ~~ 45 
Phenylethyl Alcohol ........ 2.50@ 4.25 Bismuth sub-nitrate , S| WN ot cneecenv ness 1.70@ 1.75 
Phenylethy!l Anthranilate ... 16.00@ am sae carlot, ton.. aaaeinesiae Soap, neutral white ....... .19@  .23 
Phenylethyl Butyrate ....... 8.25@ 12.00 oric Acid, ton ........... : . Sodium, Carb. 

oo ee, «lee .......,1..-.0- 16@ 20 58% light, 100 pounds .. 1.35@ 2.35 
Phenylethyl Propionate ..... 7.00@ 7.75 es nag ore creereee to = nn 76% solid, 100 

i weenia te 16.00 osphate, tri-basic ...... __. : ounds ... 2.60@ 3.75 
eaiccad- desk. sieht el $000 11.00 Camphor ................. 52'42@ __.55 Silfcate, 40°, drums, works, 100 - 
Phenylpropyl Alcohol ...... 4.50@ 8.35 SR os ccs Se sn saa 16.00@ 20.00 OS EERE 80@ 1.20 
Phenylpropyl Aldehyde ea 6.75@ 11.00 Cetyl Alcohol ............ 75@ 1.50 Spermaceti ............... .22@ .25 
Rhodinol .......... .... 7.00@ 13.00 Pure .....-+- esses sense 190@ 2-15 — Styrax ........ 60.00 eee ees A8@ 2.00 
i a .... 52@ .58 Chalk, precip. ... +++ 03%2@ 06/2 — Tartaric acid ............ 27%4@ .28/4 
Santalyl Acetate .......... 22.50@ Cherry laurel water, din... 4.75@ — Titanium oxide ............ 20@ ~~ .22 
Skatol C. P. (oz.)..  §.25@ 8.50 — acid ......... . ae “a Tragacanth, No. | . 255@ 3.00 
Styralyl Acetate ........... 8.50@ 13.00 Clay ‘Colloid 1 etter ee eees 00@ 1s Triethanolamine ........... 45@ ~~ «50 
Styralyl Alcohol ........... 15.00@ 20.00 ay, Colloidal ............ 07@ . Violet flowers .... 1.05@ 1.15 
Terpenyl Acetate .......... 80@ 1.25 Cocoa butter lump Lee teeee I5@ = .25 Zine oxide, U. S. P. bbls. .. . 09's 15 
Terpineol, C. P. .......... 26@ 36 Cyclohexanol (Hexalin) . _30@ NEC. Saiauaaeneae 1.1 1.75 
Thymene ee a eae 45@ -~ s a ee er ries oe ee re .28 

ycerine, C. P. drms .. 14%, ‘ 
vaymnel ....-- -vosee SACD 140 Gl Arabic white ......... 2mm 28 OILS AND FATS 
Vanillin (clove oil) 2.10@ 2.20 Amb 10@ .11/ 
( guaicol) ree 2.00@ 2.10 S =i aaa contort: . oH172 Tallow, N. Y. C. extra 05/4, @ 

Pure, crystal - 2.00@ 2.10 — ‘= - Sreene wile ........... A 
umatra csseve @ Ae MD casas aviasanoll l 
Vetiveryl Acetate ......... 30.00@ 38.00 Gun ethan ........... '90@ 1.05 _ ed . Ya @ 0 

Violet Ketone Alpha ....... 5. 10.00 conu , tanks ..... ..084%4 @ 
a ee 8a 5.5 8.00 Gum myrhh ..............- 36@ .40 Corn Oil, distilled, bbls.....10/4 @  .10!/, 
OE oi cia 5.2 8.00 “sr powd, testes ‘an a = — tanks....07/% = Nominal 
DE ak akan .<ehistes d i ite, osc wie, SO Mamtual 
Yara Yara ma .. 1.50@ 1.75 Labdanum ge seeeeeceien 325 500 wane V4 omina 
anolin, hydrous ........... ‘ p Trip! Bo Ole 14! 
Tonka Beans, Surinam ...... 1.20@ 1.35 ID 5s cccxunsce 20@ =—.24 Seponiied 1a g — 
Angostura pink 6 Sxl Go 'g's'n is Magnesium, Carbonate .... .0634@ .07!/ Castor No. |, tanks. . 09 @ c 
Vanilla Beans Stearate 5 i 6b rte oie. <>, Coconut, Manila Geaiie, 
Mexican, whole .......... 4.25@ 4.60 eT eee 21.00@ 28.00 oS Si ee 03'4 @ 
Mexican, cut ............ 3.50@ 4.00 Oilbanum, tears............ 16@ ~~ .28 Corn, crude, Midwest 
Bourbon, whole ... 3.90@ 4.25 Reston es oa oi 08@ 10 mill, tanks... .. 08 @ .08l, 
South American ........... 3.50@ 3.75 Orange flower water, gal. .. 1.50@ Cotton, crude, Southeast, 
SUNDRIES AND DRUGS Orris root, powd. .......... .1I@  .16 tanks : 06! @ 
NR is seic esos inssaiee 04%4@ .06!/, Paraffin ..............000. 03@ .04%, Lard, common No. | bbls. .08!, @ 
Almond meal Fuso 25@ ~~ .27 Petrolatum, white . . 07@ «1! Palm, Niger, casks 035% @ .03% 
Ambergris, ounce ........- 23.00@ 30.00 Quince seed .............. .70@ .90 Palm, kernel, bulk, ship. 035% Nominal 
Balsam, Copaiba .26@ = -.30 OED 6.ccksneresnwens 09@ 10 Peanut Refined, barrels....10%. @  .10% 
Peru ... . 68@  .73 Rose leaves, red .......... 2.10@ 2.25 Tallow, acidless, barrels ...08!/, @ 





mitted by smaller producers who let native workers 
supervise distillation. Distillation of one batch generally 
lasts 17 to 20 hours and during the night the native 
worker who is supposed to attend the fire and control 
distillation sometimes falls asleep. The fire goes down 
and the rate of distillation decreases. Awakening, he 
quickly fills the oven to capacity, stirs up the fire and 
the distillate again runs very freely, with the result 
that in “cutting according to hours” he obtains widely 
varying fractions. In other words, such distillation is 
very irregular. 


How Ylang Ylang Is Cultivated 
[Continued from page 36] 


How To Mark Cosmetics 


Ample supply of cooling water in the condenser is 
another important condition for successful distillation. 
The distillate must be kept very cool, especially at the 
beginning when the more volatile constituents distill 
over. 

Wherever the water supply is scarce, as it is on some 
of the Comoros, distillation must be carried out at a 
much slower pace. 

All direct fire stills are constructed so as to permit 
automatic return of distillation waters into the still: in 
other words, they are automatically cohobated. 


[Continued from page 44] 


show the contents in one of the following ways: 

(a) The contents in terms of gallons, quarts, pints, or half 
pints, or in terms of fluid ounces, may be blown in the side or 
neck of the bottle. Such letters shall be at least three-eighths of 
an inch (%<”) in height for bottles containing six ounces or over 
and one-fourth of an inch (4”) for bottles containing over two 
fluid ounces but less than six fluid ounces, and must be exposed; 
that is, must not be covered by a label or other covering. 


(b) The contents of the bottle may be stated in terms of weight 
or of fluid measure, the weight being indicated in terms of pounds 
and ounces and the fluid measure being indicated in terms of 
gallons, quarts, pints, half-pints, or gills or fluid ounces. When 
contents are liquid the amount should not be stated in terms of 
weight, the marking to be on a tag attached to the bottle or 
upon a label. The letters shall be in bold-faced type of at least 
one-ninth of an inch (1/9”) in height for bottles or jars having a 
capacity of gill, half-pint, one pint or multiples of a pint, and 
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letters at least three-sixteenths of an inch (/%”) in height for 
bottles of other capacities, on a part of the tag or label free 
from other printing or ornamentation, leaving a clear space 
around the marking which indicates the contents. 

(c) If the marking is etched or ground in the surface of the 
bottle the letters and figures shall be at least one-quarter of an 
inch (44”) in height, the manner of expressing the contents being 
the same as those indicated in (a) and (b) above.” 


Materials such as toilet creams or shaving creams are 
g 
covered by the following regulation: 


“Pastes, whether put up in tubes, in cans, or in boxes, shall 
be marked plainly and conspicuously either with the fluid content 
or with the weight. No fixed percentage variation is established 
and in all cases the variation shall come within reasonable limits, 
according to good commercial usages for the commodity in 
question. 
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we are headquarters for 


DROPPERS « APPLICATORS 


and medicinal need. . . . This includes the right kind of 
caps and rods and brushes, each of the finest, at very 
reasonable prices. 


Your inquiries invited. 


N es pe 
os Do : 
Ie -4 vas 


GLASS PRODUCTS co. 


GLASSWAR 


VINELAND 


NEW JERSEY 


ty nak vt 


bees * aii 


A tas AYO 


na mi 


roy RT 


* + wits 
fae : 


Tine! i 


© 
( ite ached ® 
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HYDROCOL 


AND BOTTLE FITTINGS. 


for every purpose, to meet almost every perfume, cosmetic 


This product is one of the 
most satisfactory emulsifiers on 


the market. 


It is extremely simple to handle 
and will give a cream with a 


pH number below 7. 


If this product is of any interest 
to you we will be glad to 
submit an adequate sample and 


formula for its use. 


ARTHUR A. STILWELL & Co., 


Importers * Exporters » Manufacturers 


601 W. 26th St., 
350 N. Clark St., 


NEW YORK 
CHICAGO 


“An Unimpaired Record Since 1878” 








THEY SATISFY THE MOST EXACTING REQUIREMENTS 
IN PURITY, IN UNIFORM QUALITY 
















Stearate of MAGNESIUM—Pure white. Remarkable for fineness and 
for adhesiveness. Light or heavy as desired. Dusts out under the 
puff like the finest pollen. 


Stearate of ZINC—Pure white. Odorless, Impalpable. Water-resistant. 
Unusually adhesive. Light or heavy as desired. 


These two stearates are used by leading cosmetic firms for dependable 
and quality results. Prompt deliveries in any quantity from one barrel 
to a carload. 







STOCKS CARRIED: 


. — i Telephone SUnset 6-1537-1338 
Chicago, St. Louis, San Fran- ee a 
cisco, Los Angeles, Kansas City, Chamicall ers Ita Os ‘er 


Mo., Des Moines, New Orleans ____-53-33rd Street, Brooklyn, N.Y. 


































LET EVERYONE KNOW THAT 


CANCER 


CAN BE 


CURED 


BUT TREATMENT MUST BE 
STARTED IN TIME 


PERFUMES Pin $1.00 or more to the coupon below. It will be spent 


© FOR ALL PURPOSES 1. To enable this Committee to maintain its offices, to dis- 


tribute free literature and exhibits in schools and other 
institutions, and to direct annually thousands of sufferers to 
EXTRACT-S-ENCES physicians and hospitals where they can receive treatment, 
POWDER-S-ENCES either free or in proportion to their ability to pay. 
2. To furnish you with a supply of labels for your packages. 
COLOGNE-S-ENCES 3. To send you a new, highly informative magazine, the 
CREAM-S-ENCES Quarterly Review of the New York City Cancer Committee, 
containing articles on the diagnosis and treatment of cancer. 
SACHET-S-ENCES Cancer now costs America 140,000 lives a year. You may save one 
TALC-S-ENCES of these lives by sending your dollar today. 


UTILITY-S-ENCES NEW YORK CITY CANCER COMMITTEE 
130 EAST 66th STREET, NEW YORK 


I enclose $1.00. Send me the Quarterly Review for one 
year, and also a supply of labels. Please devote the re- 
mainder to your work. 


ESSENTIAL OILS La Gale 





® COMPLETE SELECTION OF POPULAR 
ODORS IN STOCK. SPECIAL TYPES 
CREATED FOR INDIVIDUAL REQUIRE: 
VENTS. WRITE FOR CATALOGUE “B”. 


Address 


If you are not a resident of New York City or Long Island, write 
for information to the American Society for the Control of Cancer, 
1250 Sixth Avenue, New York. 











ALCOHOL RINSING MACHINE | IF YOU MANUFACTURE, ADVERTISE OR SELL COSMETICS 
FOR PERFUME BOTTLES | Yo" will want a copy of this new, authoritative book 


Efficient, easy-to-use. You merely MARKETING COSMETICS 


press bottle over nozzle. Alcohol 
spray quickly removes all mechani- By S. L. MAYHAM—$2.65 postpaid 
cal dirt from bottle. Made of high | 
grade copper and brass. Non- | 
corroding—eliminates alcohol waste. 











It gives a complete picture of the cosmetic 
market and how to operate in it profitably. 
Treats of all factors that enter the problem 
of cosmetic marketing—discusses their good 
and bad aspects under current conditions— 
shows how they are being handled success- 
fully. Based on practice, not theory. 


Also operates with water. Leading | 
perfume manufacturers have used 
it for past 17 years. 10” high, 
PATENTED 11” wide. Shipping weight about 


Price —$28.00 net F. 0. B. New York 10 Ibs. Order one today! 


F BO ESCH FL 314 W. 14th St., NEW YORK CITY | Order fromJROBBINS PUBLICATIONS BOOK SERVICE 
» TELEPHONE: CHELSEA 3-6425 | 9 East 38th Street NEW YORK 
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LET US SOLVE 
YOUR PROBLEM 


ANILINE COLORS 


For Perfumes, Soaps, Shampoos, 
Bath Salts, Toilet Preparation Com- 
pounds. Nail Polish, Waveset and 
Permanent Wave Lotions. 


COSMETIC COLORS 
For Rouges, Face Powder, Lipsticks. 
CARMINE No. 40 
SAPONINE 


—the Perfect Foam Producer 
ALSO 
CERTIFIED FOOD COLORS 


Eastern Representatives: Wm. J. Stange Co., Chicago, Ill. 


LEEBEN CHEMICAL CO., Inc. 
Successors to H. LIEBER & CO.., Inc. 
389 ions St., New York, Tel.: WAlker 5-0210-0211 


UCU Te 
SES ee 





HE recognized standard of qual- 
ity in the cosmetic industry is, and SS 
always has been, ITALIAN TALC. OF in WF 


Users of talc throughout the world know that the 
natural rockstone found in Italy produces a super- 
fine product. Besides having an unusual silky tex- 


ure, it has all the features that are most desired. 


There is mo substitute for ITALIAN TALC. 


CHARLES MATHIEU 


N CO 
it i eos nes of - ete eee 


120 LIBERTY ST., NEW YORK, N. Y. 


September, 1938 


N 0 W as always 
SHEROLATUM 


(THE IMPROVED PETROLATUM UJ. S. P.) 


QUALITY IS TOPS 
a 


In the face of competitive market conditions, SHEROLATUM 
still stands unchanged in quality, unchallenged in leadership. 
Now as always, it is strictly a Pennsylvania straight run, fil- 
tered, pure petrolatum. Now as always, it is uniform, odor- 
ess tastel ss, free from sulphur compounds, and above the 
exacting requirements of the U. S. P. . . . checked and 
Jouble-checked in our own refinery at Warren, Pa. 

Now as always, SHEROLATUM is tops as an ingredient for 
= naceutical and cosmetic products ... tops as a resale 
tem for wholesale druggi ists. 


SHEROLATUM s available in 400 |b., 200 |b., and 100 Ib. 
Jrums; in 50 Ib. and 25 Ib. steel pails. 

SHEROLATUM in lithographed tins is packed as follows: 60— 
| Ib. tins, 12—5 Ib. tins or 6—I0 Ib. tins to a corrugated ship- 


ping carton 


Economize now with SHEROLATUM. Write 


today for prices and additional information. 


SHERWOOD 


PETROLEUM COMPANY, INC. 


Refiners of American Medicinal and Technical white 
mineral oils; U. S. P. and Technical Petrolatum 


Main Office: Bush Terminal, BROOKLYN, N. Y° 
Branches Throughout the Nation. 


You doit QUICKER © EASIER 


WITH AN ERTEL PRECISION BUILT 


portable vacuum bottle filler 


It operates with either a light or heavy liquid. Filling 
capacity depends entirely on the operator. . . . We 
invite comparison with other portable fillers on the 
market. If not completely satisfied, money back guar- 
antee! Write us today! 
WwW 


ERTEL ENGINEERING CORP. 


Manufacturers and Designers of Liquid Handling Equipment 


US ee ee | 


















FAITHFUL SERNA CS 





G 
METAL - EMBOSSED 
ENGRAVED 
DIE STAMPING FOR BOXMAKERS 


837-839 TENTH AVE. 
JOHN HORN, Labels, new york city, N.Y. 
(Sample booklet of labels sent to RESPONSIBLE 
Name 
Add 
City 










CLASSIFIED ADVERTISEMENTS 


The rates for advertisements in this section are as follows: 
Business Opportunities, $1.00 per line per insertion; Situ- 
ations Wanted and Help Wanted, 50c per line per insertion. 
Please send check with copy. Address all communications to 


THE AMERICAN PERFUMER, 9 East 38th St., New York 


SITUATIONS WANTED 





LABORATORY ASSISTANT, practical experience in drug house, 
consulting laboratory, desires position, opportunity for advancement, 
in reliable essential oil or perfume firm. Write Box 2306, The 
American Perfumer. 


+ YOU ELIMINATE ANY ELEMENT * 


OF CHANCE WHEN YOU USE 


T. L. BEESWAX 


PURE WHITE @ EXTRA QUALITY 
U. S. P. and 100% PURE 


Our Refined Yellow Beeswax, Ceresine, Carnauba, Japan 
Wax and Candelilla Waxes also meet every quality standard. 


THEODOR LEONHARD WAX CO., 
HALEDON, PATERSON, N. J. 


Long Distance Telephone Sherwood 2-1444 


Over 85 years of continuous business in the United States. Estab!ished 1852. 


* Mid-Western Distributor: A. C. Drury & Co., Inc., * | 
219 E. North Water St.. Chicago, III. 


ONSOLIDATED 


NEW BRUNSWICK, NEW JERSEY 


COLLAPSIBLE TUBES . SHEET METAL GOODS 
CORK TOPS . SPRINKLER TOPS .~. DOSE CAPS 















Established 1858 FRUIT JAR CO. 











MANUFACTURERS 





ress 


lloilo, Karachi, Oshkosh, 
Mombasa, and Guayaquil 


Not a proof reader's nightmare, but actual 
places where Consolidated’s Guaranteed 
Rebuilt Equipment is giving satisfactory service. 
Join the world-wide ranks of pleased customers! 


SELECTED SPECIALS 
1—Pneumatic Scale Packaging Unit, carton feeder, top and bottom 


sealer, 2—stage weigher, Wax liner unit : 

i—Pneumatic Scale Automatic Screw Capper; 4—Kramer, semi- 
automatic. 

2—Sameo Jr. 6 spout Vacuum straight line Fillers. 

5—Gravity and Vacuum Bottle Fillers, 2 to 6 spout. 

i—National MG Powder Filler and Weigher. 

2—Ferguson Carton Wax Wrappers. 

2—World Rotary Automatic Labelers. 

i—World Automatic straight line Duplex Labeler. 

8—World, Ermold and National semi-auto. motor driven Labelers. 

8—Tablet Machines: 3—Colton 2B, '2”; t—Mulford, 2”; 2—Colton 
No.2 Rotary, %”; !—Stokes Rotary D, 1”; i—Stokes Eureka 
hand, 2”. 


Dry Powder Sifters and Mixers, lab. size to 4000 Ib. capacity. 

2—Karl Kiefer Visco Piston type Jar Fillers, 

i—Urie Universal Tube or Jar Filler, motor driven. 

5—Pony Mixers, Day and Ross makes, 8, 15, and 40 ga 

2—200 gal. Glass Lined Jacketed Kettles; 2—250 = Agitated; 
4—350 gal. jacketed. 

MISCELLANEOUS—Large selection of: G!tass Lined Storage Tanks, 

Drug Mills, Pulverizers, Sifters, Colloid Mills, Filter Presses, Coat- 

ing Pans, Pill Mass Mixers, Tanks, Agitators, Pumps, Boilers, Kettles, 

Ointment Mills, eran Screens, Filters, Stills, ete. SEND FOR 

COMPLETE BULL 


What have you for sale? Send us a list. 
We Buy and Sell from a Single Item to a Complete Plant. 


Consolidated Products Company, 
14-15 Park Row LF New York, N. Y. 


Warehouse and Shops: 335 Doremus Avenue, Newark, N. J. 









VAN DYK & CO. - 


Meal iig Lull A 


WAFERS OF RAW MATERIAL FOR 
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OUTSTANDING EXCELLENCE 


.. . That accounts for the popularity of 
Interstate Colors. 


No matter what your color requirements 


are, consult us. 


Our expert advice will 


prove of great value to you. 


CHLOROPHYLL e@ SAPONINE 


STREET, NEW 


YORK 









PRODUCTION, MANUFACTURE AND APPLI- 
CATION OF PERFUMES OF ALL TYPES by 


William A. Poucher, Ph. ©. New 5th Edition. 
Gives complete working knowledge of up-to-date per- 
fume manufacture. Hundreds of valuable formulas with 
complete directions. Covers in full the methods of 
production of perfumes, their chemistry, odor analysis, 
selection for various purposes, and compounding from 
various materials. Complete monographs explain all 
the floral perfumes, giving for each one—the botanical 
varieties, odor classification, chemical composition, 
suggestions for compounding, the best compounding 
ingredients (bases, blenders, modifiers, fixers, florals, 
and aldehydes). Representative formulas for each per- 
fume give you the widest choice of variations to meet 
every commercial need. Additional chapters give many 
new formulas for fancy perfumes, toilet waters. Illus- 
trated. 426 pages ..Price $8.25 Postpaid 


MODERN SOAP MARKING by Dr. E. G. Thoms- 


sen and G. KR. hemp The first entirely original 
American book on soap manufacture in 20 years. 
Thoroughly covers every phase of soap manufacture 
and glycerine recovery. Written by practical soap 
men, a truly practical book. Raw materials. Machinery 
and equipment. Soap making methods. Soap prod- 
ucts. Glycerine recovery and refining. Recovery me- 
thods. Appendix containing all needed reference 
tables, constants of oils and fats, alkali values, conver- 
sion tables, U. S. Government specifications for various 
soap products, etc. 550 pages. Price $7.75 Postpaid 


TREATMENT OF COMMON SKIN DISEASES 


by Herman Goodman, M.D. Statistics on a 
million reported cases of skin ailments. Basic instruc- 
tions in the anatomy and physiology of the skin, hair 
and nails (and their condition in health and disease). 
Pictures of the most common skin diseases and condi- 
tions brought about by parasites. Formulae from 
shampoo to lotion, from diet to prescription. The most 
practical skin book in a decade! 350 pages, 72 illus- 
trations, 300 tested formulae . Price, $5.15 
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THESE MAY BE JUST 
THE BOOKS YOU NEED 


Book DEPT. ; 
ROBBINS PERFUMER Cc 
9 East 58th St., 

ind check (or moner OF 
oe on ai wante 


Cosmetic Dermato 
“ cae of Commo 
C) Prod., Manu. & App 


5 mange Essences ($10. 





Addvest .--------°*°°""* seit 


City and State ----------~~ 








FLAVORS AND ESSENCES by M. H. Gazan 
A new-type formula book. Gives brand-new formulas, 
most of which have never been published before. Each 
formula carefully tested. Each product is highly con- 
centrated, very soluble, may be kept several years 
without change or deterioration. Except for a few, no 
equipment required. All raw materials obtainable in 
the open market. Every formula may be used freely 
by every purchaser of the book. Formulas are so new, 
so valuable, they offer a real commercial advantage— 
include fruit flavors and essences for manufacturers of 
confectionery, syrups, mineral waters, ice creams, cus- 
tard powders, etc.; fruit ethers for boiled goods and 
sweets; wine flavors for distillers, confectioners, etc.; 
oil compounds, herbal extracts. Price $10.20 Postpaid 


COSMETIC DERMATOLOGY by Herman Good 


man, M. [D. 54 chapters covering the field from 
acne to vitamins and hormones. Price $6.70 Postpaid 


Order the books you want today. Use 
convenient coupon. We pay postage on 
orders accompanied by remittance. 
Postage on foreign orders is extra. 





OMPANY, Inc. 
New York City, N. ¥. 
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ROSE, TUBEROSE, 
FLEURS D ORANGE, 
CARNATION, LAVENDER. 
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N this series of messages to the American trade we and volatile oils. From 1817 to 1938, over three gen- 
| have one purpose in view. We wish to bring home erations successfully weathering all difficulties, and 
to you the full story of Charabot & Co. To give you a now operating at the very peak of modern ef- 
partial idea of the vastness of our line of products. ficiency. Please consult our exclusive American repre- 
To cause you to realize the importance of one of the sentatives, Ungerer & Co., regarding any Charabot 


great French producers of both natural floral products product. 








UNOGERER and: COM PAR YX 
13-15 WEST 20th STREET NEW YORK 
PHILADELPHIA BOSTON ST.LOUIS CHICAGO HOUSTON LOS ANGELES SAN FRANCISCO NEW ORLEANS TORONTO 





AUTOCHROME 
CAPS 


UNQUESTIONABLY THE FINEST CAP 
AUTOMATIC EQUIPMENT EVER PRODUCED 


AND ADVANCED METHODS 
OF MANUFACTURE 
PERMIT LOWER PRICES 


BTU se ahda te 


IN EITHER CASE OR CARLOAD LOTS 


e eo 


AEP-ARK 


BOSTON, MASS. 


KEP-ARK EXCLUSIVE CANADIAN REPRESENTATIVES — COLLAPSIBLE TUBES AND CONTAINERS, LTD., TORONTO, CAN. 





